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Miss Carolyn B. Nettleton from Virginia— 


First Woman President of a 
Lumber Dealer Association 


see page 28. 





Byron Knob 
No. 28 Diamond 
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Dexter's automatic door tests dependability of Dexter locks. 


' test DEXLOCK 
1S ove oO wous testing 
pl hn DY COontMnuUOU Ing os 


> signincal tly by the millions of Dexter Lif 


ving dependable service throughout the world 
: DEXTER LOCH DIVISION 


’ , Dexter Industries, Inc. — Grand Rapids, Mich 
his pendability is made possible by Dexter's closé Si ails ee tek Ba ee Oe aauaks 


| 


1 ; : ae 
ittention to proper mechanical design, careful craftsmanship In Mexico: Dexter Locks, ' De C.V 
; Monterrey. Dexter ks a aiso monutack in Sydney, 


and quality materials in every Dexter Lifetime lock. Australia and Milan, It 





BUY DEXTER 





The demand for white portland cement is growing! 
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Atlas White 
Portland 
Cement 


Non-Staining 


94 Ibs. net 


Universal Atlas Cement 
Division of 
United States Stee! 


attas White 
Cement 

Portland 2 ———— 
: 2 * 


- - - * 


Stock and sell Atlas White ... the non-staining, white portland cement that 
more builders, architects and manufacturers are specifying .. . for precast concrete panels... 
terrazzo... stucco... faced concrete block ... split block .. . reflecting curbing and markers 
_.. swimming pools .. . reflecting floors .. . cold-glazed wall finishes. . . non-staining masonry 
mortar... screen walls .. . and many white or colored concrete projects such as patios... 
benches . . . flagstones . . . sidewalks. Available in regular, air-entraining and waterproofed 
types. Complies with ASTM & Federal Specifications. Backed by a consistent advertising pro- 
gram in trade publications. For information, call the nearest Universal Atlas sales office — or 


f 


write: Universal Atlas Cement, 100 Park Avenue, New York 17, N. Y. 





Universal Atlas Cement 
Division of 
United States Steel 


WG-1 


OFFICES: Albany + Birmingham + Boston Chicago» Dayton» Kansas City> Milwaukee~+ Minneapolis « New York+ Philadelphia + Pittsburgh st I 
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ENGELMANN SPRUCE 


one of the dependable, right-for-co/or woods of the WESTERN PINE REGION 


ENGELMANN SPRUCE isa lightweight seasoned and graded to rigid standards. 
wood. straight of arain, non-resinous Association mills are ever improving 
and fine textured. Thus, it handles, and expanding their facilities to pro- 
works and nails iperbly in vide even more consistency and 


in the manufacture of 


insulation value ‘ ; deal for roof naturally fine woods of this region 

decking, sheathing an subfloorinag can recommend ENGELMANN SPRUCE 
with complete confidence 

Engelmann Spruce’ irdiness, resil 

jence and comparativ renath fit it for RIGHT-FOR-COLOR — One idea can 

studding oists, aming—and other sell more paneling. Make your idea 

residential and lidht commercial uses. paneling of Engelmann Spruce finished like the one above are appearing in 
in color. It’s a custom touch recognized full-color advertisements .. . rooms 


DEPENDABLE —Engelmann Spruce by readers of American Home and paneled in the right-for-color woods of 
from the Western Pine Region is milled, Better Homes & Gardens, where rooms the Western Pine Region. 


Western Pine Association 


! 


Idaho White Pine + Ponderosa Pine + Sugar Pine 
White Fir + Incense Cedar + Douglas Fir + Larch 
Red Cedar + Lodgepole Pine + Engelmann Spruce 


TODAY'S WESTERN PINE TREE FARMING GUARANTEES LUMBER TOMORROW 
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Something to 
think about... 





* “How do you keep these little items 
clean?” asked the vice-president of one 
large lumber firm. He was painstakingly 
removing drain plugs, one-by-one, from 
a bin of plumbing accessories and wiping 
off the dust 

One reason we failed to have a ready 
answer Was Our amazement to see a high 
ly-paid executive and part-owner of the 
business engaged in a task suitable for 
a grammar school boy 

It's a good excuse for a dealer to ask 
himself: “Am I spending my valuable 
time on the most important things? Am 
I delegating authority where possible?” 

In this case, we will give the dealer 
the benefit of the doubt and say he was 
thinking over a major problem as_ he 
flashed his dust cloth. Or perhaps this 
morning maneuver had some therapeutic 
value. But the trouble with this job 
trivia is that it easily becomes a_ habit 
that is hard to break 


WHAT IS “DSC”? This insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi 
tors. It signifies a progressive manage 
ment method—-controlling the — sale 
which works for the home building re- 
modeling, farm and commercial markets 

When a dealer controls his sales, he 
performs services for either contractor 
or consumer, assuring adequate profit 
on materials and customer satisfaction. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal 
er 

As the DSC principle grows, every 
segment of the building industry will 
benefit. There will be more building 
and remodeling; creative selling of qual 
ity products; stable distribution and 
customer convenience through one-stop 
retail showrooms and stores 
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Why we specified 


WOOD WINDOWS 
for housing at the Winter Olympics 


Besides having windows which would afford superb protection 
against severe cold and heat as well as wind, Designer-Builder 
Victor Tchelistcheff (right) had to specify units that would 
operate freely under all types of weather conditions. Further- 
more, the windows had to enhance the overall architectural 
scheme. 

As Tchelistcheff said, ‘Only wood window units can do all 
these things.” 

Your window units will have these excellent building qualities, 
too, if you specify wood window units bearing the AWWI 
seal of approval shown below. 


BEST BUILDERS’ _GUIDE TO WINDOW QUALITY 


APPROVED ~ te, The American Wood Window Institute Seal on 
aoeeiee LY 2: "xX NO. 000 ) \ the windows you install is your customer's as 


\ American 000 WINDOM Institute surance that they conform to the specifications 
\ reo Sta / 
bp Ne se of new FHA standards and are 


Correct in design ©* Properly constructed ¢ Preservative treated ¢ Properly balanced 
Made from carefully selected kiln-dried lumber ¢ Efficiently weatherstripped 


MEMBERS—Woodwork Group 


Andersen Corporation 
Anson & Gilkey Co. 

Biltbest Corporation 
Caradco, Incorporated 
Continental Screen Co. 
Curtis Companies, inc. 

Delta Millwork, Inc 

Farley & Loetscher Mfg. Co. 
Grinnell Sash & Door Co 
Hurd Millwork Corp. 

Huttig Mf 

ideal Co. fwm. Cameron & Co.) 
international Paper ° 
—Long Bell Division 

Malta Manufacturing Co. 
Missoula White Pine Sash Co. 
Morgan Company 
Philadelphia Screen Mfg. Co. 
Rock Island Millwork Co. 
Semling-Menke Co. 

Wabash Screen Door Co, 
Western Pine Mfg. Co. 

White Pine Sash Co. 


MEMBERS—Lumber Group 


The Anaconda Company 
Associated Lumber & Box Co. 
Bate Lumber Co. 

Biagen Lumber Co. 
Brooks-Scanion, Inc, 

Cal-ida Lumber Co. 

Cascade Lumber Co. 

Collins Pine Co. 

Crane Mills 

Diamond Gardner Corp. 
Georgia-Pacific Corporation 
Gilchrist Timber Co. 

Edward Hines Lumber Company 
Kaibab Lumber Co. 

Long Lake Lumber Co. 

McCloud Lumber Co, 

Michigan California Lbr, Co, 

J. Neils Lumber Co. 

Ochoco Lumber Co, 

Oregon Lumber Co. 

Pickering Lumber Corp. 

Scott Lumber Co., Inc. 

Setzer Forest Products 

— Div. of Glenco Forest Products 
Ralph L. Smith Lumber Co. 
Southwest Lumber Mills, Inc 
Tarter, Webster & Johnson, inc. 
Tite Knot Pine Mills 

U. S. Plywood Corp. 

— California Divison 

Warm Springs Lumber Company 
Western Pine Association 
Weyerhaeuser Co, 

Winton Lumber Co. 


ASSOCIATE MEMBERS 


Alimeta! Weatherstrip Co. 

The Caldwell Mfg. Co 
Casement Hardware Co, 
Chapman Chemical Co. 

W. J. Dennis & Co. 

Dorris Lumber & Moulding Co. 
Grand Rapids Hardware Co 
Monarch Metal Weatherstrip Corp. 
Protection Products Mfg. Co. 
Unique Balance Co. 
Wood-Treating Chemicals Co, 
Zegers, Inc. 


BECAUSE WOOD IS SO GOOD TO LIVE WITH 


Pindewta Vise WOODWORK 


An Association of Western Pine Producers and Woodwork Manufacturers 


39 S. LaSalle Street 
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PERSONAL VIEWPOINT 


Independents vs Lineyards 


In recent months. we have noted significant changes taking place among 
lineyards. Traditionally they have found strength in centralized buying but 
even this advantage has not in the past been pressed to maximum effect. 


Probably 1959 will go down as the year for self-appraisal and the begin- 
ning of new marketing moves which could have a disturbing effect on in- 
dependents operating in strong lineyard territories 


The buying function we mentioned is being tightened up with less author 
ity for local managers on buying. Concentration on lines, more volume pur- 
chases is expected to mean better buys plus uniform lines which then can 
be promoted throughout a chain. 


Noteworthy are the growing merchandising and advertising departments 
in the aggressive lineyards. Visiting these departments, we find strong stress 
on newspaper advertising, broadsides and folders to be sent out regularly 
This material promotes both sales packages and many specials to increase 
store traffic. The consistency of promotion is in obvious contrast to the hit- 
and-miss advertising of many independents 


Still another change is the rapid rate of closings by lineyards of their 
weak, smaller yards. Further, this is being accompanied by a weeding out 
of personnel either not able or not willing to cooperate with management's 
ambitious plans for the future. Closings in many cases are counter-balanced 
by the openings or expansions of yards in better marketing areas 


But sharper buying, planned promotion and keener staffs often working 
on new compensation scales, are not the most serious challenge to inde- 
pendents from lineyards with the new look. 


[aking a sharp check we find lineyards moving just as fast as humanly 
possible into selling homes and farm buildings with maximum DSC (Dealer 
Sales Control) as advocated by this magazine. Not a day passes without 
new evidence that more lineyards are buying land for development, that 
they are setting up financing agencies, that piants are being started to turn 
out house components—trusses, panels, etc. Being added to staffs are quali- 
fied experts on financing, real estate and shop production. Farm buildings 
are being given the same enlightened approach. 

When you talk to executives in lineyards you find they fear not so much 
the independent retailer but further national growth of prefab firms and 
greater strength of the specialty outfit concentrating on farm buildings 


This is not to say lineyard management does not respect the skill of in- 
dependents. Most of the ideas they are using or plan to use have been lifted 
bodily from fast-moving independents keeping step with change. But ideas 
are also being gathered from prefab outfits and the big mail order firms 
especially on their methods for soliciting remodeling business 


Just what does all this mean to the thinking independent retailer? We'd 
say first that it should become quite clear that the future will present stronger 
competition—not on the basis of price entirely, but on the basis of product 
plus services. We are moving into the era of “do-it-for-me.” not do-it-your 
self. 

Traditionally, when chain operations become more efficient, tougher, the 
independents begin working more closely together. This is happening already 
on buying in the industry. It will come on joint land, components, mer- 
chandising and financing. 

When chains become more aggressive, the role of the wholesaler changes 
Either he drops out of the picture or he joins the fight with his dealer- 
customers. If we seem unduly hard on wholesalers, it is only because some 
jobbers are quite insensitive to dealer problems and the history of wholesaling 
in other industries. No one lives in a vacuum today. Emotion should play no 
part in planning for the future. 


Personally we feel jobbers now have a splendid opportunity to perform 
new services which will keep both their organizations and that of dealer 


customers truly competitive 
> whe Outer 





NEW 
DEVELOPMENTS 


American Lumberman, February 15, 1960 


SOMEWHAT MORE OPTIMISTIC HOUSING forecasts are being made in many reliable 
quarters. Last November and December starts indicated a slight reversal 
in the downward trend -- November was 1.2 million, December 1,320,000, 
at the seasonal adjusted annual rate. 
Norm Mason, HHFA head, leads the optimistic chorus. At the recent NAHB 
convention he said the 19€0 and 1961 Federal budget will be in balance 
with the Treasury soon not competing for new friends. Viewing the start 
picture he urged caution, but not pessimism. 


BITTER WRANGLING OVER HOUSING legislation became evident as the NAHB con- 
vention closed. Rep. Albert Rains, who proposed in Congress a $1 billion 
emergency housing bill, found not all builders on his side. What respon- 
sible builders really seem to want is a central mortgage bank for a 
steady flow of mortgages. 

Sensing the change, Sen. John Sparkman now has plumped for the bank idea 
Stating that he now believes the billion dollar FHA and GI subsidy in 
the Rains bill might not be needed. As matters now stand, NAHB has 
thrown support behind the bank idea whereby a proposed new government 
agency would sell debentures to private investors and use the money to 
maintain an even supply of mortgage credit to home buyers. 


FACING THE IMMEDIATE FUTURE builders, however, reverted to type. NAHB's 
Board of Directors ended the Chicago ccnvention by requesting use of 
National Service Life Insurance funds for VA mortgages, the adding to 
discounts to the price of the house and more funds for Fanny May. 

Cabinet status for housing was urgent, something which is definitely a 
possibility at this session of Congress. While NAHB see it as needed for 
new construction, we believe it will come because of pressing urban re- 
newal needs. 


EASIER RULES ON TRADE-IN HOMES has been announced by Julian Zimmerman, 
commissioner. He stated that field offices have now been sent new 
instructions. 

The U.S. Savings & Loan League is also concerned over promoting a more 


active trade-in program. They have requested Federal Home Loan Bank 
in trade 


Board permission to issue 80% mortgages on older homes taken 
by a builder selling a new home. The present level is 60%. 


FHA 





CANADIAN MILLS WILL GRADE MARK in a compromise manner in compliance with the 
new FHA lumber standards effective April lst. A Canadian Lumber Stand- 
ards Committee has been formed and charged with the responsibility of 
establishing inspection and grade standards and certifying compliance 
with participating associations. 

Grade-marking modifications by FHA will permit Canadian mills until 
September lst to fully comply with precise grade-marking requirements. 





ALUMINUM AND OTHER FRODUCTS with savings in maintenance cost were given 
a boost this week by a new FHA bulletin. Under the new regulations home 


buyers may now get a larger FHA insured mortgage on a home utilizing 
aluminum or other products requiring less maintenance. 

Chortling over the coup, Dave Reynolds, executive VP of Reynolds, called 
it "a tremendous impetus for the use of aluminum in home building." He 
cited as an example that a $5 a month saving in maintenance may increase 
the amount of the mortgage by as much as $800. As Reynolds points out 
this could enable a man to buy a home with a small extra bedroom or a 
needed minimum bathroom. 

Old-timers noted that FHA had merely up-dated regulations long-standing 
which previously gave brick homes an edge over wood siding. The phrasing 
now covers aluminum and all other comparatively new low-maintenance 
materials. 
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1960 DODGE STAKES 
TOP THEIR FIELD 


in power, load space...looks ! 


Sturdy Dodge stakes lead trucks “F’’ and “C”’ in 
many ways... yet cost about the same. 


Take power, for instance. In the medium-tonnage 

range, Dodge’s optional 318-cu. in. V-8 tops the 

“F” truck by 22 horsepower, the “‘C”’ truck by 42! 

Or take load space. Only Dodge offers you a stake 

body 14 feet long. That’s a full two feet longer than 

competition’s biggest stake, to give you extra floor — pec pacer nc ey 
space for bulky cargo! As‘for.looks, well . . . it’s pretty tures: >| 
obvious that Dodge is second to none. 


Available in four lengths (715, 9; 12 and 14 feet), 
Dodge stakes are quality-built with G.V.W. ratings 
from 4,250 to 19,500 lbs. Choice of V-8 or thrifty 
Six. Your Dodge dealer will be glad to fill in the 
details. Call or visit him this week! 


DODGE FULL-OPENING HOOD raises 
to a straight-up, 90-degree position 
for easy engine servicing, with plenty 
of light and maximum elbowroom. 


fy) lu Dad o ) P 1 
Only Dodge has it 


DEPEND ON 


~ DODGE 


TO SAVE YOU 
MONEY IN 


: TRUCKS 
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Bob Janss, Manager, Spenard Builders Supply, An- 


Take a dealer’s word for ee chorage, Alaska, writes, “Three years ago we sold 


nothing but white ceiling tile. Today the Armstrong 
Cushiontone line accounts for almost 100% of our 
te Here in Alaska ceiling tile business. During a six-month period we 

sold more than 50,000 square feet!” 
we're striking it rich Spenard Builders Supply are a long distance away, 
but their letter points out that they have the same 
profit opportunities as other Armstrong dealers here 

with Armstrong ceilings”’ in the rest of the United States. 

The population of Anchorage is about 75,000. 


There are eight competing dealers in the area. 


Bob Janss, Manager, Spenard Builders Supply, Anchorage, Alaska, says, 

s “The Armstrong Cushiontone ceiling line accounts for an important share 

of our total sales of interior finishing materials, Our profit margins are excel- 
lent and it’s a business that’s growing fast. 





Spenard Builders Supply get the lion's share of the 
ceiling business even though all the other dealers 
sell competitive brands of ceiling tile for less money. 

Just to give you an idea of ceiling prices in Alaska, 
here's what Mr. Janss gets for the Cushiontone line: 
Silver Cushiontone — 34¢ sq. ft., Textured Cushion- 
tone — 30¢ sq. ft., Classic Cushiontone — 25¢ sq. ft., 
Full Random Cushiontone — 22¢ sq. ft. 

Mr. Janss firmly believes that it is the quality of 
the Armstrong Cushiontone line that is doing such a 
good job for him. To quote him exactly, Mr. Janss 
says, “The quality has to be there, or why would so 


many people be buying Armstrong ceilings rrom us 
when they can get other brands a lot « heapet ¥ 

We congratulate Mr. Janss and Spenard Builders 
Supply for their success 

If you would like to become one of the many Arm 
strong dealers who are striking it rich (closer to 
home) call your Armstrong wholesaler. For his name 
write Armstrong Cork Company, 4202 Rieker Ave 


nue, Lancaster, Pennsylvania. 


Armstrong CEILINGS 


1860-1960 Beginning our second century of progress 


‘Our wholesaler, A. J. Johnson & Co., is 1500 miles 

away. He ships to us by boat to Seward, Alaska, and 
then by railroad to our siding. He has to be a traffic expert 
diplomat, and magician to see that shipments always arrive in 
time for our busy season, We'd be lost without him. 


3 “The big influx of new residents from all the states 
. 


south of us has brought along a great respect for well- 


known brand names. Because Armstrong has don. such a 
tremendous job advertising ceilings, its name is well known 
even up here—and that makes more sales for us, 


4 “The take-it-or-leave-it trading post sales approach is 
® rapidly on its way out up here. We use modern mer- 
( handising methods the Same as any othe r succe ssful dealer in 
the States That is why we ire grateful for all the merchan- 


dising help and ideas we get fr Armstron 
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House & Garden’s First Annual Spring, 1960 
Remodeling and Modernization Promotion! You are 


cordially invited to participate—it’s absolutely 
free and will help attract and sell your most likely 


prospects! Building Material Dealers like you 
have asked for a promotion that will do an all- 
around effective sales and merchandising 

job for them. So, in April, for the first time, 
House & Garden devotes the major part of an issue 
to remodeling and modernization, using quality 
brand names materials and equipment. To 

tie in with this issue and capitalize on the sales 
interest it will spark, we have prepared a 

special traffic-building kit for dealers. It contains 
useful, practical, important ideas and materials 
to bring your customers in and increase 

your business. 


Join with hundreds of leading Building Material 
Dealers all over the country by participating 

in this promotion. Reserve your personal 
REMODELING AND MODERNIZATION KIT today. 

Just return the coupon below. The actual kit 

will be sent to you around March 1, 1960. With it, 
you will serve and sell your customers with 

the authority and conviction that only 


House & Garden magazine can provide! 
i i ee a 


HOUSE & GARDEN 
MERCHANDISING DEPARTMENT——DIV. BMD 
420 LEXINGTON AVENUE, NEW YORK 17 


FREE } I would like to pa) tr t} ate in House 
® & Garden’s exciting first BUILDING 


4H 


MATERIAL DEALERS’ PROMOTION, Spring, 
Please reserve a House & Garden Promotion 


Kit, to be sent to me early in March 


Name 
Dealer. 
Address___ ae 
City. an —— Zone : State 
A Condé Nast Publication « 420 Lexington Avenue, New York 17 + Boston « Cleveland «+ Chicayo « Miami « Los Angeles 
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s only one of the new Trendwood® finishe 


include Swedish Cherry, Danish Birch, American Walnut, Swiss Walnut, and English Oak, 


PLANK... New opportunity to increase 
your building and remodeling profits! 


Here is the newest and freshest wall paneling to 
come along in years. Marlite Random Plank is 
styled in six exclusive Trendwood finishes for any 
room or decor of your most discerning customer. 
It’s made in 16” wide by 8’ long planks (14" 


thick 


can apply it over furring strips or existing walls. 


, so that even an inexperienced handyman 


And because Marlite Random Plank needs no 


painting or further protection, most rooms can 


be completely modernized in a weekend. More- 
over, melamine plastic finished Marlite resists 
stains, mars and dents... stays like new for years 
with an occasional damp cloth wiping. 

If you’re not among the thousands of dealers 
who are building paneling profits with new Mar- 
lite Random Plank, get complete details today 
from your wholesaler — or write Marlite Division 


of Masonite Corporation, Dept. 241, Dover, Ohio. 


‘vet 


o ® not 
Marlite plastic-finished paneling 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE*® RESEARCH 
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“CAN'T WE EVER GET OUR STATEMENTS OUT ON TIME?” 


It’s a safe bet that building supply It whips right through daily the easy-to-operate Burroughs account 
dealers in such a quandary need the customer account posting—helps you ing machine can fit into your operatio 
Burroughs Sensimatie accounting get statements ou/ fast and on time, whatever its size. For a demonstra 
machine—the proved way to better so revenue will come in sooner! tion call our nearby branch office. 
dealer profits and perpetually pleased Sound promising? Let, us show Burroughs Corporation, Burroughs 


customers. you how smoothly and economically Division, Detroit 32, Michigan 


& 





Burroughs 
Corporation 


“NEW DIMENSIONS 


an electronics and data proce 
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Before you 
buy a truck, 


be sure you 


. Fi! 


- Pee ome aly a . wags 


see this book! 
It tells what 
FORD TRUCK 
SAVINGS 


can mean to 


you. 


oes | oT 
t_../\ 


*26 to °246 lower priced...25% better 


Wouldn't it be great if you could fully test a truck 

before you bought it? Compare its gas mileage with 

other makes .. . determine how well it will hold up 
. how reliable it will be on the job? 


Well, these tests have already been made for you 
by independent research engineers. The ce rtified 
results of these tests are now available in the “Cer- 
tified E conom) Reports” book at your local Ford 
Deale rship. L he se test results, toge tthe -r with a com- 
parison of the manufacturers’ suggeste dd list prices 
of the five leading makes, represent the greatest 
assurance you can have that Ford Trucks give the 
most for your transportation dollar. These are the 
types of savings you can expect with a ’60 Ford. 


Save with Certified lowest prices*! 


Ford's Light and Medium Duty Trucks are priced 
lower than comparable models of the four other 
leading makes. For example, you can save from $33 
to $181 on the list price of a standard }-ton pickup. 
The savings on a %-ton pickup run from $32 to $185 
and the initial price advantage on a Ford 1/s-ton 
stake model ranges from $26 to $246. 


Save with Certified gas economy! 


Ford s-ton pickups beat all competition in Econ- 
omy Showdown, U.S.A.! Ford's standard 6-cylinder 
engine delivered more miles per gallon in every 
test—low and high speed highway driving, simu- 
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lated city traffic and door-to-door delivery. The 
average figure for all the tests conducted by inde- 


pendent research experts shows a Ford advantage 


of 25.2% more miles per gallon. 


Save with Certified tire life! 


Ford's true truck front suspension saves on tire 


wear. Independent experts checked tire wear of 


gas mileage...doubled tire life ! 


the 1960 Fords with competitive makes using a 
sott type suspension and found that the front tires 
on a Ford lasted twice as long. Your Ford Dealei 
has all the test results in his “Certified Economy 


Reports” book. Go in and check the record 


FORD TRUCKS COST LESS 


...- LESS TO BUY...LESS TO RUN... BUILT TO LAST LONGER, TOO! 
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Now! Exciting 
new | Insulite Ceilings 
to increase your share of 
the remodeling and 














new home markets! 


Here are the newest, freshest ceiling patterns and designs—from Insulite, the line that 
turns over fasi! These sparkling new ceilings will meet any job requirement, 
suit the taste of the most discriminating homeowner. Yet the Insulite 
line of ceilings does not burden you with a massive inventory 
problem! You stock and display a line that has been designed 
with you, the dealer, in mind. Now is the time to stock and display these new 
Insulite Ceilings; then use the proven Insulite selling program to increase your 


sales of tileboard and related materials. 








Sell new ceiling beauty with these new, 


glamorous INSULITE ceiling designs! 
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Qui-lite 
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There’s an Insulite 


Acoustical 


Grecian. New! A dist tive, f é Qui-lite. New! F 


Fiberlite. Tt slite é } A a Acoustilite Casual Random. 


Butt edge 





Ceiling for every job! 


Decorative 


Fantasy. New 


Acoustilite Regular Drilled. A Durolite. A 
bable witt 


Butt edge in 12 x 12 


CAL 





. 
\FPSULITE 
a sound quieting - decorative washable * 


It pays to sell meuure Ceilings 








These distinctive ceiling designs—plus a 


selling program for “packaged sales’—will 


build store traffic, increase your volume! 


Tileboard sales are going up each vear! And the dealers 
who are getting this extra volume are the ones who are 
This 


.. reaching the 


stocking, displaying and pushing the product. 
means reaching the do-it-yourselfers . 
remodeling and new home contractors. 
For 1960, Insulite has created a program to help you 
build sales, to move consumers into your showroom 
to help the builder and the remodeling contractor, too 
This is a DEALERIZED program. Every part has 
been planned with the dealer in mind. Every mailing 


piece, every booklet, features YOU, the lumber dealer, 


as the one to see about ceilin 
remodeling project). 
Then, when customers come 
see the new, helpful Insulite displa 
tiful new selection of ceilings. New acou 
. new patterned ceilings... 
orating scheme. 
Ask your Insulite Representati 
powerful program can help | 
} 


panding remodeling market 


apolis 2, Minn. 


Here's a complete selling package for 
your do-it-yourself and contractor markets: 


Attractive displays, samples. Three new showroom displays help promote 
stock turnover and package sales of related items. 


Colortul consumer literature. Attractive new folders show the Insulite Ceilings 


in room settings.. 


. provide remodeling ideas, suggestions. 


Do-it-yourself folder. Contains step-by-step instructions for the homeowner... 
shows how easy it is to create extra living space. 


National advertising to your contractor and builder customers helps 


pre-sell Insulite Ceilings. 


Contractor presentation book helps remodelers close sales; contains 
“before and after’’ pictures and is designed so that it can be personalized 


by adding local photos. 


Sales calls by Insulite Salesmen produce inquiries and sales that are 


turned over to you. 


Insulite meetings, conducted in your yard, help you educate and build 
good will with your remodeling contractor customers. 


Advertising mats and radio scripts are furnished free by Insulite for 


your own local advertising program. 


Direct mailings by Insulite produce leads which are directed to you, 
after follow-through by Insulite Representative. 


sells easy...sells fast...stays sold 


INSULITE 


Ceilings 


f 


Fool INSULITE Division, Minnesota and Ontario Paper Company, Minneapolis 2, Minnesota 
wv 
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Dealers Hold Tight in ‘60 


Most firms appear willing to delay capital expenditures to 
see how economic wind blows. But prefabrication plans, store 
and yard improvement and plant equipment are high on list of 


proposed spending. 


ANY DEALERS are adopting a 

wait-and-see policy before com- 
mitting themselves to big  expan- 
sion plans this year. Talks with dealers 
in various parts of the country indi- 
cates more of a feeling of uncertainty 
than existed a year ago. 

However, dealers in some areas are 
planning extensive programs running 
into thousands of dollars. Eastern 
Pennsylvania appears to be one of 
the hottest areas for dealer capital 
expenditures this year. 

Hilco Lumber Co., Essington, plans 
to spend a quarter of a million dollars 
this year to expand their prefab home 
operation. A major part of this money 
will be spent to replace part of their 
plant destroyed by fire 

Jerome Drucker, treasurer of Hilco 
Lumber, predicts a 30% increase in 
Hilco homes production this year. 

“We plan to install the newest and 
most modern equipment in our new 
plant,” Drucker said. “We will do 
addition prefab work on homes which 
will save the builder considerable time 
on the job. We are also rebuilding our 
display and sales rooms to provide 
additional sales for the lumber sales 
department.” 

Home improvement push. Main Line 
Lumber in Wayne plans a showroom 
expansion to increase its emphasis on 
home improvement products. The new 
setup will increase more kitchens and 
bathrooms, also an aluminum building 
products center. 

Main Line’s plans for ’60 include 
entry into the swimming pool busi- 
ness under a new corporation, Main 
Line Pools. A model pool is being 
built on the yard’s property. Sam 
Kulla, vice-president for sales, also 
announced new lines for the do-it- 
yourself customer, especially electrical 
products. 

Being completed just about now is 
a 20,000 square foot storage shed by 
Girard Lumber & Millwork Co., Inc.. 
Philadelphia, reports president Harry 
Coverman. Among the many other 
dealers planning storage expansion are 
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the Lockland (Ohio) Lumber Co., an 
open-type shed building, according to 
president Clarence Stearns; a 20’ x 
30’ storage shed with concrete floor 
for millwork, tile and insulation board 
by Cantrell Lumber Co., College 
Park, Ga., reports owner T. I. Can- 
trell; also an enlarged warehouse, of- 
fice and display areas involving $75,- 
000 by Conlin Supply Co., White 
Plains, N. Y.; and two sheds, each 
126’ x 32’ by manager Sidney Wood, 
Logan-Moore Lumber Co., West 
Palm Beach, Fla.; new 90’ x 100’ 
shed at the Wisner, Neb. yard of 
Rivett Lumber Co. Turnpike Lumber 
Co., Broomfield, Colo., has just com- 


COVER NEWS 


First Woman President 
Of Lumber Association 

OLD PoINT COMFORT, VA.—Miss 
Carolyn B. Nettleton, manager and 
part owner of C. B. Nettleton, Inc., 
Covington, Va., becomes the first wo- 
man president of a retail lumber and 
building material dealer association 
this month. 

She assumes the presidency of the 
Virginia Building Materials Associa- 
tion at the group’s 1960 convention 
here. 

This is not the first presidential as- 
signment for Miss Nettleton. She has 
served as president of the Virginia 
Concrete Masonry Association and is 
a director of the Covington Retail Mer- 
chants Association. 

She started work in the family lum- 
beryard in 1949, upon the death of her 
father, C. B. Nettleton. She became 
manager a year later. 

C. B. Nettleton Inc. received nation- 
al attention in the trade press last year 
when it opened its ultra-modern retail 
showroom and store, pictured and de- 
scribed in the Nov. 9, 1959, issue of 
American Lumberman. 


pleted a $10,000 warehouse and plans 
a 40’ x 40’ shop with new equipment 
this year 

Fabrication plans. In addition to 
Hilco’s expansion, Lu-Re-Co dealer 
Raymond C. Tylander is considering 
going into truss manufacturing in West 
Palm Beach, Fla. This will call for 
$3,000—$5,000 in new equipment 
Howland Boyer, president, Boyer 
Lumber Co., Omaha, said his firm is 
considering of getting into home pre 
fabrication. 

“If we do, it will involve the pur- 
chase of equipment and tripling our 
personnel,” Boyer said 

Pierson Lumber Co., Cincinnati, 
plans a large building to extend their 
panelized home operation 

Complete home remodeling. Com 
plete home remodeling promotions, 
spectacularly successful last year by 
such dealers are Ebenreiter Lumber 
Co., Sheboygan, Wis. and Mt. Cle 
mens (Mich.) Lumber Co., are being 
planned by a number of other dealers, 
including Village Park Lumber Co., 
Elmont, N. Y. 

Motorized equipment, both materi 
als handling and trucks, will be pur 
chased by many dealers in addition to 
their regular replacement policy. Pat 
tillo Lumber Co., Decatur, Ga., 1s 
adding an entire new fleet of five two 
ton stake body trucks. Bailey’s Lumber 
Yards in south Florida have just pur 
chased five lift trucks, three costing 
$9,000 each and two at $6,000, also 
three tractor trailers at $6,000 each 
The firm also plans to buy 10 flatbed 
trucks this year at a cost of $40,000 
and two steel-bodied dump trucks at 
$4,000 each. The company’s fourth 
outlet and newest yard was opened in 
December at Boca Raton. 

Other equipment purchases planned: 
roll-off. truck by Southtown Build- 
ing Mart, Bloomington, Minn.; 
fork lift truck for new yard layout 
remodeled with help of U. S. Gypsum 
at Rivett Lumber Co., Omaha; one 
pickup and one stake-body truck by 
Cantrell Lumber Co., College Park, 
Ga. 

Around Denver appears to be an 
other area with big plans. For exam- 
ple, three firms in that vicinity have 
scheduled $395,000 for remodeling, 
additional equipment and _ increased 
inventory. In addition, another $44,- 
000 has been committed for buildings 
now under construction or partially 
completed. 

One suburban firm, Arvada Lumber 
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Co., is planning a $25,000 expansion 
plus $15,000 in additional inventory 
to keep pace with the population 
growth of 4,000 to 20,000 in the last 
six years. 

Hallack & Howard Lumber Co., 
Denver, plans to install a plastic lamin- 
ating department entailing $20,000 in 
new machinery and $10,000 in inven- 
tory, revealed operating manager Ad- 
rian C, Godfrey. 

Wheatridge (Colo.) Lumber Co. will 
complete a $59,000 modernization 
program, said president Chas. Potuzak. 
It has just completed a $34,000 ware- 
house and will spend $25,000 for a 
new sales and office area 

Hardware expansion. Hardware mer- 
chandising will get special atten- 
tion in some sections. Hileco Lumber 
expects to install a self-service hard- 
ware department. Pattillo Lumber Co., 
Decatur, Ga., plans a hardware de- 
partment expansion to include peg- 
board displays, glass-partitioned dis- 
play cases and wider inventory. 

But the story around Seattle, Los 
Angeles, Cincinnati and Lubbock, 
Tex.. for example indicated that big 
dealer spending won't take place in 
these areas this year. Eleven calls by 
an American Lumberman reporter in 
the Seattle area failed to disclose any 
capital improvement plans for 1960 
Last year was a big building year in 
Lubbock and major expenditures have 
already been made, A. L. was told. 
Los Angeles firms are sitting tight. 
Last year’s business was reported 
good, but not good enough to warrant 
further capital expenditures. Of 20 
yards reached in Cincinnati, only one 
revealed plans and then only tentative 

With new housing off, money tight- 
ening and the steel strike still threat- 
ening, this is not the time to extend 
vourself, was the consensus 


Sub-Standard Lots May 
Be Worth Building On 


Scattered lots in a rundown residen- 


tial section of town can often be 
turned into small, profitable low-cost 
housing developments, William Witt, 
a Virginia builder advised a panel on 
land at the NAHB convention in 
Chicago last month. 

Witt has made a practice of buying 
up such property in maximum of 20- 
unit sites and building $9,000 houses 
This policy admittedly requires con- 
siderable patience as many of these 
properties are tax deliquent and it is 
necessary for the city to bring suit. 
Witt suggested checking with the tax 
assessor's office to find out what 
properties may be available. 

Witt said he had found it possible 
to pick up these lots at $1,000 each 
with streets, curb and gutter already 
in compared with a cost of $1,200 
necessary for land development alone 
for undeveloped sites. 

By setting up a central cutting yard 
and distribution yard and working oft 
city streets, it has been found far 
more profitable to develop several of 
these low-cost areas at one time than 
a much larger tract. 
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Tom Fox to Head 
NRLDA Exposition 


WASHINGTON, D. (¢ Veteran 
southern California lumberman 
Thomas J. Fox will be general chair- 
man of the 7th annual Building Ma- 
terials Exposition in San Francisco, 
Nov. 13-16. 

Paul V. DeVille, president of the 
National Retail Lumber Dealers As- 
sociation, made the announcement 
after an Exposition advisory group 
meeting here last month. 

Fox is president of the John W 
Fisher Lumber Co., Santa Monica. He 
joined the Fisher firm as a yard man 
in 1935. Ten years later he was ap- 
pointed manager and a year later 
became president. 

He was elected a director of the 





WHOLESALING AWARD—Sid L. Darling 
(right) is presented an Honorary Life 
Trusteeship in the National Association 
of Wholesalers by NAW Trustee Don R. 
Meredith in recognition of his ‘‘devoted 
service to the advancement and im- 
provement of the nation’s wholesaling 
industry."’ Darling recently retired as ex- 
ecutive vice-president of the National- 
American Wholesale Lumber Association. 
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Southern California Lumbermen’s As 
sociation in 1948 and served as its 
president in 1949-51. He has repre- 
sented the Southern’ California 
association as dealer-director on the 
NRLDA board since 1954 and is 
presently a member of the executive 
committee representing NRLDA Dis- 
trict 7 

Fox describes his hobby as “preach 
ing the gospel of NRLDA.” He served 
as a member of the national Expos: 
tion committee last year. 

The NRLDA show will be the first 
national exposition in the building 
industry to be staged on the west 
coast. Assisting Fox as co-chairman 
will be James C. O'Malley, Phoenix, 
Ariz. and W. H. Blackstock, Seattle 

Others named by President DeVille 
for the 1960 Exposition committee are 
Robert J. McCutchan, Lebanon, Ind 
Frank Heard, Woodland, Calif.; Phil 
Creden, Chicago; John W. Dain, 
Mahopac, N. Y.; R. C. Tylander, 
West Palm Beach, Fla.; Henry Hulett, 
Corte Madera, Calif.; Jack Pomeroy, 
Lumber Merchants Association of 
Northern California; G. Kenneth Mil 
liken, Southwestern Lumbermans As 
sociation and NRLDA _ Exposition 
Director, Martin C. Dwyer 


Gas Appliance Boom 


New Yorx—Manufacturers of 
built-in gas ranges shipped 53.4% 
more units during 1959 than they did 
in 1958, the Gas Appliance Manu- 
facturers Association reports. The 
1959 total was 355,100 ranges 


Hoo-Hoo Promotes Dale 
Carnegie Sales Courses 

MINNEAPOLIS—Thirty-seven Twin 
City lumbermen are taking Dale Car- 
negie sales courses here sponsored by 
the local Hoo-Hoo Club 

With the help of several lumberman 
graduates, instructor Guy Shelley ad- 
justed the regular curriculum to the 
special sales problems of the lumber in 
dustry. 

The dealer-students study buyer ben 
efits, how to use showmanship effect- 
ively, how to dramatize lumber and 
other selling principles. 


Land Specialists Foreseen 

CuicaGo—The problems of acquit 
ing and developing land have become 
so complicated that it should be done 
by a specialist, who will sell “pack- 
aged” improved lots to builders, ac- 
cording to a New York land develop 
ment executive. 

Speaking at the NAHB Exposition 
here, Gerald D. Lloyd of Northern 
Properties, Inc., White Plains, N. Y., 
said his firm is typical of the new type 
of organization specializing in land. It 
is a publicly owned company. 

Lloyd said that land acquisition and 
pre-construction development today 
will often range from one-quarter to 
one-third of the cost of a house 
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Every month, SPA Ads presell 
prospects on Quality 


Fuil-page, full-color ads every month in LOOK Magazine 


PLUS 


Full-page, full-color ads 
in all these 
highly selective magazines 
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You sell Quality when you feature 
Grade Marked Southern Pine 
produced by the mills of the 


Southern Pine Association 
Stocked by better lumber dealers 


ALABAMA LOUISIANA 


The Allison Lumber Company 
Olon Belcher Lumber Company 
5. E. Belcher, | 

W. A. Belcher Lbr. C 

W. E. Belcher Lb 

Clancy Lumber ( 

Graham Lumbe 

Albert H 


internat 


shan Lumber C 
R. Miller Mill € 


ber 


summerville Brothers L 
Thomas & Miller Lum 
Horace S. Turne 

Ww Vick Lumber C y 
W. J. Word Lumber Company 


ARKANSAS 


Bearden Lumber Company 
Bradley -Southern Divisior 
Potlatch Forests, In 
Crossett Lumber Company 
Dierks Forests, In f 5 
Fordyce Lumber Company rdyce 
‘ & 5 Pine BI NORTH CAROLINA 


MISSOURI 


Ozan Lumber | 
Partee Manufacturing 
Reynolds & Draper | 
Sturgis Brothers Mar p 
G. Toler & Sons Lumber € 
a ee SOUTH CAROLINA 
J. L. Williams & ber 
B. G. Wil-on Lumber ( 
Herman Wilson Lumber ( 


Million sion 


FLORIDA SOUTH CAROLINA 


Alger il n Saw ( f 
Dantzler Lumber & Export ( 
W._H. & J. 0. Huxford, tr 
Mutual Lumber ( 

Neal Lumber & Mfg. C 
Ocala Lumber Sa ( 

Perry Lumber (¢ | 


GEORGIA 


Alexander Brothers | 
Augusta Hardwood ( 
Balfour Lumber C 
Del-Cook Lumber Co 
Ellijay Lumber Company 
A. T. Fuller Lumber ( 
Georgia-Pacific Corr 
Holly Springs Lumber C 
The Langdale Company 
(Lumber Div.) 
McElrath-Stewart Lbr. ¢ 
Reynolds & Manley Lbr. ¢ 
Rush Lumber Company 
Shepherd Lumber Corpora 
Southern Pine Products, | 
L. B. Springle Lbr. Co 
Sullivan Lumber Company 
Tolleson Lumber Company 
Union Timber Corp 
Wade & Whittle Lumbe 
H. & J. Williams Lbr.C 
Willis Lumber Company 


LOUISIANA 


J. A. Bentley Lumber Company 
L. L. Brewton Lumber C 
Ronald A. Co In 

Crowell Lumber Industries 
Hillyer-Deutsch-Edwards, In 


ty 


VIRGINIA 


; 
y 
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Describe Profits-Pitfalls 
Of Remodeling Business 


Experts tell NAHB members that accurate estimating, original 
designs and speed—backed by customer satisfaction—are 
essential for good remodeling operation. 


More and more builders are getting 
into the remodeling field and finding 
it profitable, according to evidence 
presented in a panel on this subject at 
the National Association of Home 
Builders convention in Chicago last 
month. 

Speakers had a lot to say on how to 
avoid pitfalls and make a good profit 
in the business. The man who had the 
most to say was Herbert Richheimer, 
whose multi-million dollar home im- 
provement operation on Long Island, 
N. Y. was described in the Saturday 
Evening Post, January 10, 1959. 
4merican Lumberman detailed his 
operation in the issue of August 4, 
1958 

Richheimer, who is about to fran- 
chise his home improvement program 
on a national basis, has solved the 
problem of estimating by making his 
cost accountants the kingpins in _ his 
operation. They figure each salesman’s 
estimate down to the penny and will 
send him back to the customer for 
more money if the figures aren’t right. 

“If there is any main secret of our 
success,” explained Richheimer, “I 
believe it is the fact that we have 
invested heavily in building up a val- 
uable fund of knowledge—estimating, 
cost control and construction §tech- 
niques. 

“In fact, we have invested so much 
that last year was the first time we 
have reached our goal of a 5% net 
profit. The result of our investment in 
knowledge is that we don’t guess any 
more. My cost control department 
finds that our estimates are never off 
more than 2%.” 

Trains salesmen. Richheimer pre- 
fers to take salesmen from another 
field and train them. During their six- 
week training period, they earn $50 
per week and 4% commission; after- 
ward, they earn a straight 8% com- 
mission. He has 14 salesman in one 
Long Island store, three in another and 
a newer branch in Pennsylvania. 

Most of the leads come from dis- 
play ads, but none mention price. One 
sale results from every 2.5 leads, 
Richheimer says. How to get leads? 
Start by canvassing your territory, he 
advises. Make your customer's prob- 
lem your problem. 

“Another essential factor,’ added 
Richheimer, “is that we have con- 
sistently and completely ignored our 
competition. Everybody knows that 
Richheimer isn’t cheap. We mark 
everything up 30% (small jobs high- 
er). Frankly, other contractors follow 
us around to take the jobs we don’t 
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get or dont want. And we see them 
going broke all around us.” 

Richheimer does 85% of his work 
with subcontractors, who are rigidly 
controlled. He has only six cleanup 
carpenters on his own payroll. He has 
found many subs willing to work for 
his organization once they are assured 
steady employment. 

The way to beat competition, Rich 
heimer feels, is to offer original de 
signs, better craftsmanship and speed, 
backed by honesty and integrity. His 
jobs have been averaging $2,800. 

How much does it take to start a 
remodeling department from scratch? 
Based on his recent Pennsylvania ex- 
perience, Richheimer suggests $10.- 
000. After nine months, the Pennsy|- 
vania Operation was in the black last 
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HERBERT RICHHEIMER answers questions 
on his remodeling operation following 
NAHB panel discussion 


December 

The latest sales tool tor Richheimer 
house calls is a slide film presentation 
highlighting visually the home im- 
provement services available from the 
Long Island headquarters. Each sales- 
man is equipped with one of these 
presentations, about the size of a slide 
projector, complete with screen and 
sound, 

Small-volume remodeler. By keep- 
ing his overhead very low, George 


(continued on page 34) 





Armstrong Cork Offers Expert Help in 


Decorating Your Model Homes 


CuicaGo—Today’s homemaker _ is 
becoming more and more concerned 
with quality building products and a 
family’s right to individuality in a 
home. She’s scornful of “peas-in-a-pod” 
housing and wants to live in a home 
suited to her needs and decorated to 
her taste. 

“There’s a suitable type of decor for 
each age group and pocketbook,” Hazel 
Dell Brown, creator of many of Arm- 
strong Cork Company’s room settings, 
told overflow crowds at eight decorat- 
ing seminars conducted for home 
builders during the recent NAHB Con- 
vention in Chicago. 

Primary purpose of the seminars was 
to help builders and their wives to do a 
better job of planning model homes 
trom a decorative standpoint. The sem- 
inars were sponsored by the Armstrong 
Cork Company. 

Free decorating services. Profession- 
al decorators at Armstrong’s Bureau of 
Interior Decoration are anxious to 
work with lumber dealers and _ their 
color consultants in planning color 
schemes, custom floor designs and dec- 
orating themes for model homes. Their 
plans will fit any style of home as well 
as decorative trends in various regions. 

Send your floor plans and indicate 
the price range and color preferences 
for your area to the Armstrong Bureau 
of Interior Decoration, Armstrong Cork 
Company, Lancaster, Penna. for free 
professional decorating services. 


Trained decorators will make up color 
schemes according to your specifica- 
tions and suggest building products, 
fabrics and accessories to be used, 
Hazel Dell Brown said. 

A compact display merchandising 
Armstrong’s decorating services also is 
available to lumber dealers. This dis- 
play features color schemes especially 
prepared for dealers by Armstrong. If a 
homemaker doesn’t find what she 
wants in the display, colors will be 
planned specifically for her by Arm 
strong’s Bureau of Interior Decoration 


ARMSTRONG ROOM DESIGNERS Haze! 
Dell Brown (top), Louisa Cowan (left, 
seated) and Alice Beck demonstrate a 
practical decorating technique for a 
model home during the recent NAHB 
Convention in Chicago. 
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SPECIALIZING 





YOU WANT IT... 


We specialize in standard and custom packaging of Fordyce 
“Big A’’ quality pine boards, dimension, special items and 
paneling. Pine boards and dimension packages (strapped ) 
contain approximately 1,000 board feet per package. OR 
you tell us HOW you want your lumber packaged! 


WHEN YOU WANT IT... 


More than 70 years of experience and know-how in the 
manufacture and distribution of top quality lumber assures 
you prompt service at all times. Your order will reach you 
by truck or rail, as you desire. 


WHERE YOU WANT IT... 


Fordyce Lumber is moved promptly and steadily to customers 
throughout the Nation. Today's modern transportation and 
communications facilities assure you even FASTER service 
than ever before, no matter where you are. 








Try FORDYCE QUALITY and SERVICE 


...- You'll appreciate the Difference! 


Lumber Company 


FORD Y C.& ARKANSAS 
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REMODELING 


(begins on page 32) 





Lewitt, a St. Louis remodeler, said he 
makes a nice living on an annual 
volume of $150,000. 

He recommends: the prospect's kit- 
chen as the best conference room to 
discuss remodeling; never give a per- 
spective until the contract is signed; 
use lots of components; get all the 
materials on the job before you start 

Speakers emphasized the necessity 
for cleaning up the remodeling mar- 
ket, which is “shot through with shy 


sters and phony operators whose un- 
scrupulous practices hurt instead of 
help the industry,” says Richheimer. 

A step in that direction has been 
taken by the Associated Home Build- 
ers of Greater Eastbay, Oakland, 
Calif., who have organized a remodel- 
ing council within their chapter. About 
25% of the membership is also doing 
remodeling, according to John J. Hen- 
nessey, the executive vice-president of 
the chapter, who explained their pro- 
gram. 

The council holds regular meetings. 
Among the subjects discussed: selling 
with specific helps from suppliers; 
estimating—had accountants in for 
help; contracts—uniform contracts are 





EXTRA PROFITS FOR YOU . . . SEE BONUS SPECIAL 
Top Ten items of our 325 Garden Accessories 


FIVE SALES PROVEN ASSORTMENTS with BONUS SPECIAL 





item No. Size Retail £1404 


£1405 £1421 £1422 





110 Trellis 15/7x6’ $1.77 6 ea 


12 ea 12 ea 24 ea 





109 Trellis 18/’x7’ $2.29 


12 ea 





104 Trellis 24//x8" $3.29 


12 ea 12 ea 





107 Trellis 24//x8" $4.98 


12 ea 12 ea 





216 Fan Trellis 6’ high $2.39 


12 ea 24 ea 





305 Pergola 7’ high 21.95 


3 ea 





303 Arch 642’ high | $10.95 


= Sea 








502 Fence 12/7x3’ $ .83 


8 ea 48 ea. 





509 Fence 18”x6 $3.79 


12 ea. 





91620 Roll Fence | 1677x20’ $5.98 


12 ea 12 ea 





“Bonus Special” 
FM-101 Trellis 12”"x6 $ .88 








24 ea 48 ea 





Total Retail Value $68.80 


$113.68 $281.88 $546.48 $1088.20 





Dealer Gross Profit $27.52 


$ 45.47 112.75 $218.59 $ 435.28 





Additional Quantity Discount 
a ue 


8.46 $ 24.59 $ 65.29 





$41.28 





$ 68.21 160.67 $303.30 $ 587.63 





Dealer Net Cost 


Total Weight 123 Ibs 

















185 Ibs 505 Ibs 955 Ibs 1930 Ibs 











Now 886 Retail 


Limited quantity only 
as set forth i 
assortments 2 

To be valic 

ping date 

must be 

April 15 
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now available to council members; 
how to handle specific industry prob- 
lems. 

The council has provided research 
and statistics on the market and takes 
co-op advertising in the yellow pages 
of the phone book. Their biggest pro- 
motion was open-house two weekends 
in 50 customers’ homes. Display news- 
paper ads plugged the promotion, but 
it was necessary to call the council to 
learn the location of the specific 
homes in which the most popular 
types of remodeling projects could be 
seen. 

Some 3,000 people visited the re- 
modeling projects on two week ends 
and a lot of new business was stim- 
ulated. One builder wrote $40,000 in 
new business the first day 


More Aluminum Homes 

OAKLAND, CALIF.—Kaiser Alumi- 
num & Chemical Corp. will carry its 
spring model homes promotion to 16 
major building areas across the coun- 
try. 

Cities selected for the company’s 
program include Atlanta, Cincinnati, 
Dallas, Denver, Detroit, Hartford, 
Minneapolis, New Orleans. Orlando, 
Phoenix, St. Louis, St. Paul, San 
Diego, San Jose, Seattle and Washing- 
ton. These cities will account for about 
40% of new home starts in 1960, 
Slemp said 


erer rere 


rr 


$2 MILLION PLANT for fiberglass panel 
production, recently opened by Filon 
Plastics Corp. in Hawthorne, Calif. Dav 
id S. Perry, Filon president, said the new 
plant features four continuous produc 
tion lines capable of almost tripling the 
annual capacity of the company’s for 
mer facilities in El Segundo, Calif. 


a 


SELLING AID for steel building supplies 
is new ‘‘Steelmark"’ symbol created by 
American Iron and Steel Institute. It will 
appear on steel building products. Hang 
tags, gummed labels and pressure-sensi- 
tive stickers will also be used. 
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Skimpy Omnibus Housing Bill 
Outlook Based on GOP Voice 


WASHINGTON, D.C.—The course 
and content of housing legislation in 
this session of Congress was left 
up in the air when the Democratic 
“emergency” bill ran into solid op- 
position by the Administration and 
received almost no support from the 
home building industry. 

Lack of enthusiasm for his bill dis- 
appointed Rep. Albert Rains (D-Ala.), 
who conducted the week-long hear- 
ings in late January 
housing subcommittee. 

This disappointment may well show 
up in a lack of enthusiasm by the 
Democratic housing leader when om- 
nibus housing legislation comes up for 
consideration later in the year. 

The omnibus housing legislation 
most likely will be a skimpy affair 
compared with such bills in previous 
years. 

President Eisenhower has recom- 
mended rock-bottom legislation. The 
only “must” item in his proposals 
was extension of the FHA Property 
Improvement program (Title 1), but 
he made a strong pitch for flexibility 
of interest rate on GI home loans 

He requested no public housing and 
no college housing and said FHA has 
enough insurance authorization to last 
until Congress returns in 1961. This 
has been interpreted as a warning to 
Democrats that they cannot use FHA 
as a “hostage” to secure approval of 
other housing programs in an om- 
nibus bill containing FHA authority. 

No battle. Democratic leaders in 
Congress moved slowly in drawing up 
their housing program for the year. 
Their omnibus bill will contain much 
more than the Administration wants 
but there is little desire on either side 
for another pitched battle over hous- 
ing this year. 

Sen. John Sparkman (D-Ala.), 
chairman of the Senate housing sub- 
committee, did not believe the billion- 
dollar support of FHA and GI loans, 
as provided in the Rains bill, was 
needed unless starts should drop be- 
low the million-a-year level. 

With no chance of President Eisen- 
hower signing the bill even if it 
passed Congress, representatives of 
the home building industry did not 
want to bet on a losing horse—as 
they admitted privately. 

After sharp debate in their con- 
vention in Chicago, the National As- 
sociation of Home Builders backed 
into the issue of another billion-dollar 
program by the Federal National 
Mortgage Association. 

Their “alternative courses of action” 
were: (1) a “reasonable proportion” 
of the seven-billion-dollar National 
Service Life Insurance Fund be used 
by FNMA to buy GI mortgages on 
new homes; (2) discounts be added 
to mortgages; or (3), “as a last re- 
sort,” use of FNMA special assistance 
in critical areas. 

The Home Manufacturers Associa- 


by the House 


tion 
reluctance” 
long range solutions to the problem 


great 
more 


endorsed the bill “with 
and plumped_ for 


Support for minor parts of the bill, 


but not for the billion-dollar fund were 
voiced by the National Association of 
Real Estate Boards, Mortgage Bank- 
ers Association 
Insurance. 


and Institute of Life 


Labor support. General support 


came from a unique “builders’ panel,” 
AFL-CIO, 


Americans for Democratic 


Action, National Housing Conference, 
individual Congressmen and 
California Gov. Pat Brown. 

On the other hand, Federal Hous 
ing Chiet Norman Mason said the bill 
was “not in accord” with the Presi- 
dent’s program. He was joined by FHA 
Commissioner Julian Zimmerman and 
FNMA President Stanley Baughman 

Mason said the bill would be in 
flationary and push’ up _ housing 
prices. Furthermore, he said, there are 
signs of easing in the mortgage mar 
ket and the economy is generally 
prospering in contrast to the 1958 
recession when a similar emergency 
bill was passed 


some 





























ANNOUNCING 


NOVA Vj) Yl HNC 


TRANSLUCENT PANELS 


(with Fiberglas. reinforcement) for the 


The demand for Fiberglas @ -Reinforced 
rranslucent Panels continues 
nonth after month. A popular specialty h 
ilready become a commodity 

Nova Vista-Lux 
requirement in this field 
tant, exclusive features: 


to grow, 


Panels meet every 
with three impor 
3ONDED-IN COLORS 
for improved color fastness; VISTA-GLAZI 
FINISH—for extra 
HEET-BLOX—a special 
blocks up to 92% of infra-red rays The 
pereentage varies according to color used 
Nova Vista-Lux is available with corru 
gations from 1'4” x 4” to 4.2” x 110’ 
widths from 26” to 42”—lengths from 8’ to 
12’—and a total of 12 colors. Also in flat 
sheets from 24” to 44” in width and 8’ to 12 
in length. The flat sheets are particularly 
well adapted for shatterproof, indu al 
glazing and skylighting. The Nova 


weather resistance; 


ingredient that 


©: Trenton 3, N. J 


A wholly owned subsidiary of 
Homasote Company 

In Canada: Homasote of Canada 

Ltd., 224 Merton St., Toronto 12, Ont 
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Send the literature and/ 


Nova//SALES ngs 


Novafold Doors 
Nova Brentwood Patt 


control of light, heat, privacy, weather 


Here are some of the many uses — 
RESIDENTIAL — PATIO ROOFS @ SUN PORCHES ¢ 
SHOWER DOORS ¢ SKYLIGHTING ¢ CARPORTS 
¢ CANOPIES ¢ AWNINGS ¢ FENCES e LOUVERS 
* POOL ENCLOSURES ¢ PARTITIONS ¢ SCREENS 
e WINDBREAKS ¢ SHELVING 
COMMERCIAL— PARTITIONS © AWNINGS « SKY 
LIGHTING e STORE FRONTS ¢ WINDOW GLAZING 
e SIGNS « DECORATIONS e¢ DISPLAYS e 
ENCLOSURES ¢ CEILINGS 
INDUSTRIAL —SKYLIGHTS « 
e SIGNS e ENCLOSURES e 
e WINDOW GLAZING e SIDE 
EXHIBITS © SHOWER STALLS e 
DISPLAYS « PANELS 


PARTITIONS @ 
BILLBOARDS 
LIGHTING e 
CANOPIES e 


fication dat 


va Shake-Panel 
va Shake 


hake-Panel 


STATE 
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..-Actually, Ted Carlson’s official 
title is Manager of Lands and 
Timber for The Pacific Lumber 
Company; but “forester” best 
describes his interests and duties. 
Born in the redwvod country 
not far from Humboldt County, 
Ted has seen 38 years’ service 
with the company. His domain: 
Pacific’s 140,000 acres of prime 
redwood and fir timberland. His 
job: to oversee the harvest and 
reforestation of this land, as well 
as the engineering of truck and 
rail roads used in bringing logs 
to the mill. You might say, Ted 
is Pacific’s “banker,” using his 
trained skill and years of expe- 
rience to log timber as a yearly 
crop, assuring an everlasting 
supply of growing reserves. 


This kind of professional skill, 
long experience; and dedicated 
purpose is typical of the people 
of Pacific wherever you meet 
them—in the woods, in the mills, 
and in the field marketing oper- 
ation. Their common objective: 
to harvest, manufacture, and 
deliver the finest quality product 
possible. 


As a result, Pacific maintains 
its proud tradition of leadership 
in the industry as the source for 
Architectural Quality Palco Red- 
wood — standard of comparison, 
everywhere. 


PAL @O 


THE PACIFIC LUMBER COMPANY 


Mills at Scotia, Eureka, and Elk, California 


100 Bush St., San Francisco 4, Calif. 
35 E. Wacker Dr., Chicago 1, Ill. 
2185 Huntington Dr., San Marino 9, Calif. 


Member of California Redwood Association 
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CENTER CEILING PANEL is installed by ‘‘bowing”’ it slightly and slipping ends into 
‘SteelFast'’ member. Only cutting required is to trip outside panels to length and 
center panel to width. Taping and spackling is confined to butt joints between panels 


and to cover nails. 


See New Dry Wall System 


Home builders witness demonstration of steel members as 
means of cutting costs and speeding dry wall construction 


CHICAGO—A new system of dry 
wall construction that will mean sub- 
stantial time and cost savings was 
demonstrated in a mockup at the 
NAHB convention last month. 

Now in the final stages of develop- 
ment, “SteelFast™ as the system is 
called, has been developed cooper- 
atively by the Research Institute of 
the NAHB and the U. S. Steel Cor- 
poration’s Research Center, Monroe- 
ville, Penna. About 25 builders are 
expected to make field tests with the 
system this year 

The system employs formed steel 
members at all corner and ceiling 
joints. These shapes are cold rolled 
strip steel formed to receive dry wall 
sheets along their edges and hold them 
secure. 

Dr. Ralph J. Johnson, director of 
the NAHB Research Institute, says 
that a recent test shows that the im- 
proved system can cut the building 
time of a 1,200 square-foot house by 
two or more days and save $21.01 in 
installation costs over current meth- 
ods. 

Johnson said that all ceiling lines 
are level and corner lines are plumb 
because the ‘“SteelFast” member is 
nailed to the top plate and only one 
surface of the corner steel post. Dry 
wall panels are held evenly in place at 
the edges by the steel member instead 
of following the contour of uneven 
ceiling joists or Out-of-plumb corners. 

A special bracket for joining the 
members automatically aligns them 
where they meet at the inside and 
outside corners. 

The savings effected in the field 
test mentioned above eliminated back- 
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ing lumber normally used to provide 
nailing surfaces at the ceiling line and 
at most corners. Conventional corner 
posts made of three 2 x 4s _ nailed 
together to form two nailing surfaces 
were eliminated, also the usual “T” 
posts, where wall partitions join the 
main wall framing 

Johnson said the new system avoids 
the use of metal strapping plates 
across the frame openings for plumb 
ing and ductwork, also six steps in 
finishing as well as time saved wait 
ing for spackling “mud” to dry. 








FIRST APPLICATION STEP in ‘‘SteelFast’’ 
dry wall system is placement of steel 
member in corner and ceiling joints. The 
section is fastened to the top plate of 
wall frame, forming its own level ceiling 
line. 
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ND-OFF 


big SILENTEX Ceiling Tile Promotion! 


Join up now! Gold Bond’s big new 
DAY SOUND-OFF” promotion will open with 
a bang on March 21st. Big full page ads in 
LIFE Magazine will show your customers 
how to install a SILENTEX® 


ing in one day. 


acoustical ceil- 
This amazing wood-fiber 


acoustical tile swallows up as much as 80% 


Homaiag By ory makes » room quiet and besutitut 
we 


You get new picture-frame display 
showing three Gold Bond tiles. 


Tiles slide in and out easily so you can fea- 
ture a new Gold Bond pattern every week. 
Display hangs easily on the wall and sells 
customers while they browse. 
are Aurora—a Decor Pattern, (at left), new 
Stardrift tile (center), and exclusive Silentex 
(at right). They’re all beautiful and sound- 
absorbent—and they mean big profits for you! 


Shown above 


Gold Bond 


BUILDING PRODUCTS 


“SATUR- 


of sound and makes a beautiful ceiling too. 
the heaviest 
You'll get 


lots of in-store promotion material on all 


Stock up now and be ready for 
customer traffic you’ve had yet. 


Gold Bond ceiling tiles, plus a fun-packed 
“Do-it” 


NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW YORK 


Kit free for your customers. 


Free “Do-it” Kit 
for customer with every sale. 


Includes 6’ steel tape, application instruc- 
tions, children’s coloring book and fun badges 
for everyone. Plus a How-to-do-it book showing 
step-by-step application photos 
explained. 


everything 
Call your Gold Bond® Representa 
tive now for full details on this dynamic “Sat- 
urday Sound-Off” promotion. Or write Dept. 
AL-260, National Gypsum Co., Buffalo 13, N. Y. 
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TO THE FABULOUS FONTAINEBLEAU 
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YOUR CONTRACTORS 
PREFER 


KEYWALL 4 








Addition to Fontainebleau Hotel, Miami Beach, Florida FACTS ABOUT THE FONTAINEBLEAU ADDITION 


Architect: A. Herbert Mathes, Miami, Fla The proportions of the new addition to the 
General Contractor: Taylor Construction Co., Miami, Fla Fontainebleau are immense. For example, a ball- 
A fal r re irkland asonry Wop ialeah le ’ . 
Masonry Contractor: Kirkland Masonry Co., Hialeah, Fla room that is 200 x 140 feet, the largest in the 


world. A theater-banquet room that will seat 
4,000 at a dinner. Set up for a performance, it 
will seat 6,000. A new building with 400 hotel 
rooms is going up right alongside. A little over 
three miles of Keywall is being used as a ma- 
sonry reinforcement in the new addition. 


BUILT TO STAY YOUNG W/TH 


KEY WALL 


galvanized masonry reinforcement 


You can’t be leaning over the shoulder of each mason all the time to make sure he 
uses the reinforcement right. Yet proper use of the reinforcement makes the difference 
between a building that stays young and one that ages fast. But what can you do? 

Here’s one man’s answer. Masonry Contractor Hugh Kirkland says, “Lapping 
is the key to proper masonry reinforcement. Here’s what I mean. Some masonry 
reinforcement is hard to lap. Too thick. By thick I mean an \% inch in diameter. 
Lapped, that’s a quarter inch. So, with a % inch mortar joint, you get little mortar 
around the wire. That means poor bond, poor embedment. So what happens? 
Most of the time reinforcement is butted, not lapped. That’s even worse. 

*“We simply avoid the problem. We use Keywall. It comes in 200 foot rolls, 
not short lengths. So you very seldom have to lap it. And when you do, it’s easy 
... easier than butting it. So of course, my men lap it. And when Keywall is lapped, 
there’s still plenty of room for mortar. 

“*Keywall is a lot easier for my men to handle because it comes in rolls. It’s 
easier to cut, too. 

‘But it’s not only a matter of my men liking it. Keywall reduces shrinkage 


very effectively. And it’s economical. What could be better than Keywall?” 


KEYSTONE STEEL & WIRE COMPANY 


Peoria 7, Illinois 
KEYWALL + KEYMESH® + KEYCORNER + KEYDECK + WELDED WIRE FABRIC + NAILS 


Just unroll it and you're ready to 
go. Joe Kuntz, Superintendent 
for the Masonry Contractor, 
Hugh Kirkland, shows how easy 
Keywall is to work with for the 
benefit of mason Fred Kinnaird. 
Keywall is made for wall thick- 
nesses of 4”,6",8",10", and 12”. 
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Ruberoid Helps You Build... Flooring Business 





EVERY PROMOTION AND DISPLAY TOOL YOU NEED 
TO SELL FLOORING IS YOURS WHEN YOU HANDLE 
THE RUBEROID FLOOR TILE LINE 


It takes more than a quality floor tile product to build 
“‘do-it-yourself’’ flooring business. RUBEROID has the 
quality product plus every promotion and display tool 
you need to build volume sales. Check all the pieces 
shown in the above illustration. 


4? Circle No. 79 on Handy Cover Card 


Discuss these items with your RUBEROID distributor. 
Get the ones you need. RUBEROID’s big national adver- 
tising program starts next month, so get set now! The 
RUBEROID Co., 500 Fifth Avenue, New York 36, N. Y 


® 
RUBEROID 


FLOOR TILE 
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new LITERATURE 


Time-Saving Card——See Back Cover 
Picnic Tables. A new two-color, four-page bulletin (No. 782) 
fully describes the Belson line of Prestige Picnic Tables. There 
are five different tables in the line. A copy of the new bulletin 
may be obtained free of charge by writing to Belson Mfg. Co., 
Dept. AL, East River Road, North Aurora, Ill. 


Circle No. 238 on Handy Cover Card 


A new Dennix Kit Folder describes a number of bookcase, 
wall shelf and room divider units available to the handyman in 
kit form. Various groupings and sizes of wood spacers, metal 
brackets, Tri-Shelf units and adjustable brackets and channels 
in combination with the new Dennix precut shelves are listed 
and illustrated. A dealer may make his own kit assortments, 
as listed in the folder, or buy kits as a complete package with 
all holes in shelves predrilled. For a copy of the folder, write 
to Dennix Products Co., Dept. AL, 33-10 Downing St 
Flushing 54, N. ¥ 

Circle No. 239 on Handy Cover Card 

Acoustical Ceilings. A new four-page data sheet gives details 
on Insulite’s new Grecian and Qui-Lite acoustical tileboards 
as well as the maker’s Casual Random and Fiberlite acoustical 
tiles. Liberal illustrations in full color show use of the tiles 
in various rooms of a home. Copies of the data sheet may be 
obtained by writing to Insulite, Dept. AL, 500 Investors Bldg., 
Minneapolis 2, Minn. 

Circle No. 240 on Handy Cover Card 

A new 1960 Vinyl Asbestos Tile color classification chart 
is especially designed for those who wish to purchase or specify 
vinyl asbestos tile. The chart shows various colors, shades and 
patterns now available from nine leading manufacturers. It 
also indicates various tiles that give the same general color 
tone or effect. For a single copy without charge, write to 
Asphalt and Vinyl Asbestos Tile Institute, Dept. AL, 101 
Park Ave., New York 17, N. Y. 

Circle No. 241 on Handy Cover Card 

A new edition of the Western Pine Association’s Standard 
Grading Rules measures 342” x 642” and contains 164 pages 
including a handy index of products and species. Grading rules 
for incense cedar and red cedar heavy roof decking have been 
made a part of the roof decking section. Pattern illustrations 
for the several types of heavy roof decking are an additional 
feature of the book. Copies are available for 35¢ each from 
the Western Pine Association, Dept. AL, Yeon Bldg., Portland 
4, Ore. 
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New 1960 designs in the Silent Hoist Fork Liftruk line are 
amply illustrated in two new bulletins, Nos. 100 and 773B 
Specifications, capacities and full descriptions of available 
attachment extras also are included. Copies of the new bulletins 
may be obtained by writing to Silent Hoist & Crane Co., Inc., 
Dept. AL, 841-877 63rd St., Brooklyn 20, N Y. 
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Aluminum Building Products. A large ring-bound catalog, 
entitled “Residential Aluminum Building Products,” contains 
104 manufacturers’ brochures totaling 368 pages. The book 
is indexed and supplied with 15 tabbed dividers grouping the 
various brochures according to end products for ready refer 
ence. Compiled by Reynolds as a service to builders, building 
supply firms and architects, the catalog lists all available 
aluminum building products for the home. It is available on 
letterhead request to Reynolds Metals Co., Dept. AL, 6601 W 
Broad St., Richmond 18, Va. 

Circle No. 244 on Handy Cover Card 

Nailed Trussed Rafters with Hardboard Gusset Plates. The 
results of a study made by E. George Stern, research professor, 
Virginia Polytechnic Institute are available in Report No. 40 
Write to Wood Research Laboratory, VPI, Dept. AL, Blacks- 
burg, Va. 
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rad " 
“love the luster of °\ 


our Craftwall. I’m glad 
we didn’t fall for 


* 4 . ” A 
‘bargain’ paneling. / 
‘ a 


Roddis 
CRAFTWALL 


genuine wood paneling is forever’ 
Its beauty is guaranteed for the life of the home 


The difference in cost is only ‘“‘pennies"’ a year! Al! wor 
paneling is not alike! Dealers know that. And so will 
customers when they { | , 
Better Homes and Garden uperiorit 
of this famous wood paneling. riority that ad&sures « 

builds profit 


idvertisement lr 


tomer satisfaction, as it good will for you. 
Craftwall’s special beauty and authentic 

look are protected by an exclusive Roddis finish for 

mum durability. That’s why Craftw: 

and dirt ... never needs waxing. 

All 9 Craftwall woods will kee p their 


1 
> lifetime of your customer 


hand-rubbed 


ting! Send coupon! 


Roddis 


does 
wonderful things 
with wood 


Marshfield, Wisconsin 
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FOR FRONT LINE PROTECTION... 


A building’s first line of wT 
defense against the Bb ) o 
destructive force of the uv, 


elements is its protective 

coatings. That’s why you should om sem 
recommend only the best — : , ATI N 6S 
premium quality Barrett J 

protective coatings. 


Three leaders in the big Barrett line of new improved protective coatings 


ELASTIGUM ELASTIGUM NEW! ALUMINUM 
ROOF COATING ROOF CEMENT... ROOF COATINGS 
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“GOLD MEDAL” QUALITY 
Specify 
PICKERING! 


Only the finest of mature growth, 
altitude timber goes into the pro- 


duction of our lumber. It 


monufactured, 


is well 


accurately graded 


and carefully loaded in- clean cars. 
Don't be satisfied with less than 
Pickering ‘‘Gold Medal’' Quality. 


PICKERING LUMBER CORPORATION 


Standard, California (Near Sonora, Calif.) 


MILLS: Pickering Lbr. Corp 
West Side Lbr. Co. Div. 


Sonora JE 2-7141 
Tuolumne WA 8-4213 


Telephones 


. 


Standard, Calif. 
Tuolumne, Calif 


sis 
AS 


TWX: Sonora 116-U © 
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Chef's Wagonette — 
an exclusive and 
portable companion 
to the outdoor grill. 
Has seat, Formicacut- 
ting board, condi- 
ment rack, utensil 
hangers, storage area, 


\\ \, 
ht A 


he 
No, 92 j 


Club Series—Personalized withcustom- 
er's initials. Rugged— made of finest 
woods. Colorful enamel finish; non- 
slip rubber feet. Ideal indoors or out. 


Tie in with Gochen for stepped up sales ! 
Most complete and fastest selling line! 


Zephyr Swing—smooth in action—posture-safe in # 
its form-fitting seats. Constructed for years of use. & 


Appealing colors in weather-resistant enamels. 
GOSHEN 


goshen cosuen 


Eatatdiched in 1891 


Circle No. 111 on Handy Cover Card 


Combine shipments 
—cut costs with 


BLUE RIBBON 


WOODEN and ALUMINUM 


LADDERS 


Send coupon for new full-color catalog! 
Goshen Manufacturing Co., Dept. F 

Goshen, Indiana 

Please rush new 36-page 1959 catalog in full 
color, plus data on = 
Name 

Address 


City State__ 





MAILBOX 


Editorial Service (?) 
To The Editor: 

The cover of December 21st Amer- 
ican Lumberman made my_ blood 
pressure go up. An ad on Montgomery 
Ward Co. appears that does not be- 
long on the front page, or even on the 
inside pages of a lumber magazine. 

The operations of this mail order 
house venturing into the lumber busi- 
ness is something that a lumberman 
should be very much concerned about. 
Your magazine has not helped the sit- 
uation by putting this ad on the front 
cover. You should either change the 
name of your magazine or eliminate 
such advertising. These people are in 
the category of wholesaler as well as 
retailer. 

-J. T. Newman, president 
Newman’s of Cuero, Inc 
Cuero, Tex. 


A.L.’s Answer 


The material referred to was not a 
paid advertisement, but rather a fea- 
ture news report on Montgomery 
Ward's retail merchandising plans to 
capture more home improvement sales. 
This story was obtained (with Mont- 
gomery Ward’s cooperation) by the 
editors of A.L. to show how a leading 
merchandiser sells building products 
and hardware. It contains lessons in 
selling and display for everyone in the 
industry. 

We aeree with Mr. Newman that 
every lumber dealer should be con- 
cerned about Ward's increasing com- 
petition. That is why this story in A.L. 
is so valuable. 

Instead of complaining about this 
helpful information, we feel that every 
dealer should appreciate this type of 
sales management reporting. 


Roof Truss Prices 
To The Editors: 

We are planning to go into the roof 
truss business. What is the retail prices 
of trusses in relation to span and pitch, 
across the country? 

Georgia dealer. 


A.L.’s Answer 


Roof trusses made by lumberyards 

retail from 55¢ a running foot to 75¢ 
a running foot, depending upon the 
section of the country. There is not 
much difference in the price in relation 
to pitch because when you get into the 
lower pitches it costs more to handle 
the heel joints. which then become ex- 
tremely critical in design. 
* You're welcome to write to the edi- 
tors. Address: Mailbox Dept., Ameri- 
can Lumberman, 59 E. Monroe, Chi- 
cago 3, Ill. 
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SIMPSON, 1071D, WHITE BLDG., SEATTLE 1, WASHINGTON 


Please send me FREE information on the following products as checked 


Doors Acoustical and Insulating Board Redwood 


NAME COMPANY 
ADDRESS CITY 


CLIPPED FROM MAGAZINE 


\ 





ee 





Series uae nnn 


PRODUCTS 
FROM SIMPSON RESEARCH 





Ceiling-height doors are now -mass pro- 
duced to effe rreater. savings and are 
manufactured in the same Simpson 
plants which have supplied millions of 


doors for the homes, ofices and commer- 


cial structures of America. 





The famous phrase, “Rely on Simpson,” 
is your guarantee that every Simpson 
product will measure up to vour highest 
expectation time after time after time. 





“EOLD MEDAL” QUALITY 
Specify 
PICKERING ! 


Only the finest of mature growth, 
altitude timber goes into the pro- 
duction of our lumber. It is well 
manufactured, accurately graded 
and carefully loaded in- clean cars 
Don't be satisfied with less than 
Pickering **‘Gold Medal'’ Quality. 


Sugar Pine © Ponderosa © White Fir ® Incense Cedar 


PICKERING LUMBER CORPORATION 


Standard, California (Near Sonora, Calif.) 
MILLS: Pickering Lbr. Corp Standard, Collif. 
West Side Lbr. Co. Div. Tuolumne, Calif, 


Telephones: Sonora JE 2-7141 ‘ 
Tuolumne WA 8-4213 TWX: Sonora 116-U 
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Chef’s Wagonette — e 
an exclusive and 
portable companion 
to the outdoor grill. 
Has seat, Formica cut- 
ting board, condi- 
ment rack, utensil 
hangers, storage area. 


Club Series—Personalized withcustom- 
er's initials. Rugged— made of finest 
woods. Colorful enamel finish; non- 
slip rubber feet. Ideal indoors or out. 


Tie in with Gochen for stepped up sales ! 
Most complete and fastest selling line! 


Combine shipments 
—cut costs with 


BLUE RIBBON 


WOODEN and ALUMINUM 


LADDERS 


No, 60/68 
Send coupon for new full-color catalog! 


Zephyr Swing—smooth in action—posture-safe in ¥ Goshen Manufacturing Co., Dept. F 
its form-fitting seats. Constructed for years of use. g Goshen, Indiana 
Appeal yeath > ’ 
ppealing colors in weather-resistant enamels. Please rush new 36-page 1959 catalog in full 


& color, plus data on . oe 


GOSHEN a 
iInDIANA Mt 


Enztatdiched in 1854 City ; __State_ 





MAILBOX 


Editorial Service (?) 
To The Editor: 

The cover of December 21st Amer- 
ican Lumberman made my _ blood 
pressure go up. An ad on Montgomery 
Ward Co. appears that does not be- 
long on the front page, or even on the 
inside pages of a lumber magazine. 

The operations of this mail order 
house venturing into the Jumber busi- 
ness is something that a lumberman 
should be very much concerned about. 
Your magazine has not helped the sit- 
uation by putting this ad on the front 
cover. You should either change the 
name of your magazine or eliminate 
such advertising. These people are in 
the category of wholesaler as well as 
retailer. 

-J. T. Newman, president 
Newman’s of Cuero, Inc. 
Cuero, Tex. 


A.L.’s Answer 


The material referred to was not a 
paid advertisement, but rather a fea- 
ture news report on Montgomery 
Ward's retail merchandising plans to 
capture more home improvement sales. 
This story was obtained (with Mont- 
gomery Ward’s cooperation) by the 
editors of A.L. to show how a leading 
merchandiser sells building products 
and hardware. It contains lessons in 
selling and display for everyone in the 
industry. 

We agree with Mr. Newman that 
every lumber dealer should be con- 
cerned about Ward's increasing com- 
petition. That is why this story in A.I 
is so valuable. 

Instead of complaining about this 
helpful information, we feel that every 
dealer should appreciate this type of 
sales management reporting. 


Roof Truss Prices 
To The Editors: 

We are planning to go into the roof 
truss business. What is the retail prices 
of trusses in relation to span and pitch, 
across the country? 

Georgia dealer. 


A.L.’s Answer 


Roof trusses made by lumberyards 
retail from 55¢ a running foot to 75¢ 
a running foot, depending upon the 
section of the country. There is not 
much difference in the price in relation 
to pitch because when you get into the 
lower pitches it costs more to handle 
the heel joints. which then become ex- 
tremely critical in design. 


* You’re welcome to write to the edi- 
tors. Address: Mailbox Dept., Ameri- 
can Lumberman, 59 E. Monroe, Chi- 
ca2go 3: Til. 
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SIMPSON, 1071D, WHITE BLDG., SEATTLE 1, WASHINGTON 


Please send me FREE information on the following products as checked 


Doors Acoustical and Insulating Board Redwood 


NAME COMPANY 
ADDRESS CITY 


‘\\. CLIPPED FROM 


*. 





PRODUCTS 
FROM SIMPSON RESEARCH 





Ceiling-height doors are now mass pro- 
duced to efte oreater savings and are 
manutactured in the same Simpson 
plants which have supphed millions of 


aoors for the homes, olnces and commer- 


cial structures of America. 


The famous phrase, “Rely on Simpson,” 
is your guarantee that every Simpson 
product will measure up to vour highest 
expectation time after time after time. 








BUILD A BETTER WAY 


SIDE WITH 
LIFECOAT 


Clear 
Water Repellent 


Autumn Brown 


PROFITS AND BEAUTY COME IN EVERY PACKAGE 
OF SIMPSON LIFECOAT REDWOOD SIDING! omen 


Neutral \ ri 


Gives you high profit and quick turnover 

Saves up to 40% in siding finishing costs 

Customers can choose from six siding finishes 

Only certified kiln dried redwood used 

Need for back - priming is eliminated RELY ON 
Lifecoat available in all standard patterns f 
Delivered in dust tight protective packages 

Conforms to new FHA standards 


REDWOOD 


See your Simpson Redwood Distributor for further 
J ember of California 


information or mail coupon on page | of this 4 page insert 





WITH WOOD AND WOOD PRODUCTS 


NEW SIMPSON 

NG-HEIGHT DOOR 
LIMINATES COSTLY 
EXCESS FRAMING 








Rotary Lauan 








Rotary Birch 


SIMPSON’S SEVEN-ELEVEN CEILING HEIGHT DOORS 


tardbosr ARE RIGHT IN STYLE—RIGHT IN PRICE! 


unpainted 


Now mass-produced to effect greater profits for you 
Eliminates costly, time-consuming overhead framing 
Doors can be end-trimmed to exact height of opening 
Exclusive solid lock block across entire width of door 
Ceiling- Height doors create an air of spacious luxury! 


See your Lumber Distributor for full details or 
mail coupon on page 1 of this 4 page insert for 


free Simpson Door Literature 





This dramatic ceiling is carpeted 
in beauty and silence with Forestone 
Driftwood Texture acoustical tile! 


NEW FORESTONE TEXTURE ACOUSTICAL CEILING TILES 
BROADEN YOUR SALES AND PROFIT POTENTIAL 


Customers respond to beauty and noise control 
Absorbs up to 75% of sounds striking it 
Deep-etched texture is permanent, repaintable 


RELY ON 
Class C finish, per Fed. Spec. SS-A-118b < 
Sizes for commercial users or do-it - yourselfers ~ § HSC 
Priced right for profitable sales! 
For further information see your Simpson Distributor or mail 


coupon on page 1 of this 4 page insert for free 32-page Simpson 
Acoustical Insulating Catalog. 


w dtitent 


NOW FOUR TEXTURES! 





Biggest News in Corner Bead 


\ 

\ 

New M 
«RIGID BEAD 


ao NX 


(PATENT PENDING) 


A new sales builder for you! 
With a ready demand due to these 
important features... 


Straight, uniform nose 
makes for clean cut 
corners every time! 


Tude-like nose makes it 
easy to splice Rigid-Bead 


The most complete 


line of corner beads 


New Milcor Rigid-Bead is easy to handle and stock 


¢ 1 ‘hctc vat ‘ H . . . ot 
Combines the rigidity and it costs no more than ordinary arch-type bead 


of solid metal with igi , is avail: aE ve c 7 Rg. Gg ) 
ine nective Rigid-Bead is available, in cartons, in 7-, 8-, 9-, 1 


plaster key of ‘ 9. , . ~ io aren . 
Some’ wets. and 12-ft. lengths. Order now from your nearest Milcor 


warehouse listed below. Or write for a sample today 


EXPANSION 


PARTITION CAP ® 


x | | LCO Making good products 


better through constant improvement 


INLAND STEEL PRODUCTS COMPANY 


fe of 
Milcor catalog No. 202 DEPT. B, 4629 WEST BURNHAM STREET * MILWAUKEE 1, WISCONSIN « 
Ae NIE tell -MolaMia lelllt-) ‘ony WAREHOUSES: BALTIMORE SUFFA ¥ . N : 


SALES OFFICES: 
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Starting in a rented 22'x36’ store, Norman Ingalls has proved that hard work and service, 


combined with modern management know-how and professional counseling, can achieve 


truly outstanding success in small-town market. 


MIDDLETOWN, Mp 


NEWCOMER saw opportunity 

in his village of 800 and built 
a six-figure-a-year business from 
scratch in 12 years. This achievement, 
astonishing even to the man respon- 
sible, Norman Ingalls, an ex-Army 
officer, should prove that there still 
remain profitable markets which can 
be obtained by modest means and 
hard work. 

Ambition, drive and a messianic 
devotion to customer service were 
important ingredients in this success 
mix. But Ingalls had one thing more: 
a solid grasp of the necessity of 
modern management controls for any 
business in any market, regardless of 
size. Because of this, he was quick to 
seek and put into action expert rec- 


52 


ommendations On financial and ad- 
ministrative procedures. His phenom- 
enal expansion is based in large part 
on making full use of the controls 
these procedures provided. 

Up to 1947, there was not even a 
hardware store in this town. Although 
there was a lumberyard (now de- 
funct), there was never a modern 
lumber and building materials center 
in town. Today, both thrive under one 
roof, 

Preparing for his pending return 
to civilian life, Ingalls early in 1947 
drew up a list of jobs he thought he 
would like. He narrowed his choice to 
that of owning a retail store that 
would promise a modest growth over 
the years. 

Hurried expansion was not in his 
plans. But then, at the time, neither 


were lumber and building materials 

Armed with market data on fast- 
growing towns, he spent a_ 15-day 
leave reconnoitering each town on 
his list. But for a variety of reasons, 
his search among the most logical 
markets was unsuccessful. Then luck 
took a hand. Heading back to his home 
in Washington, D. C., he drove 
through a_ sleepy-eyed little town 
stretched out along the side of the 
“richest valley east of the Mississip- 
pi.” Struck with its charm and seeing 
no hardware store, he guessed this 
might be the town: Middletown, Md., 
40 miles northwest of the capital and 
50 miles from Baltimore 

He stepped into the Middletown 
Savings Bank to inquire about an 
empty store on the main street. With- 
in hours, he had rented it for his 
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hardware venture from the bank’s 
president, Robert H. Routzahn, to- 
day a director of Ingalls’ firm. 

$45 monthly rent. True to a story- 
book tradition of happy coincidence, 
Routzahn was eagerly looking for a 
new tenant for the store and was 
confident the town could support a 
hardware business. He rented the store 
to Ingalls for $45 a month, below its 
actual rental value. 

Ingalls Hardware opened April 19, 
1947. Cash register receipts for the 
day hit $800, a pleasant surprise 

Steady growth. The business has 
increased its sales every year, despite 
the fact that the town has grown 
very little. Even his first year goal of 
$50,000 was exceeded. Sales hit $72,- 
OOO the first year; $92,000 the sec- 
ond; $110,000 the third. 

Middletown, center of a market 
area of 5,000, appears notably un- 
troubled by its slow rate of growth: 
from 800 to 1,200 in a 12-year pe- 
riod of unprecedented national popu- 
lation growth. Ingalls isn’t troubled by 
this apparent stagnation. In fact, he 
sees Middletown some day as part of 
Washington’s — sprawling ~— suburban 
area. In any case, steady growth in 
Hagerstown, 17 miles to the North- 
west with a metropolitan population 
of 60,000 and Frederick to the south- 
east, with a city population of more 
than 18,000, has helped Ingalls. 

Homeowners and a few small con 


EXTERIOR OF NEW SHOWROOM, which was built in front of and plan suitable 
old grain mill structure. James N. Lindenberger, architectural 
consultant to American Lumberman, designed the store build 


tractors are drawn from this wide 
radius, but a surprising percentage of 
sales are to Middletown people 

Sales of materials for new homes 
has not figured importantly in Ingalls 
business, although he does recom- 
mend reliable contractors for home 
building and remodeling jobs. There 


were no new homes built in the area 


t 


in 194 1 few are built each 
yeal 
Except for a small millwork shop, 


today 


which employs two men, Ingalls’ sole 
business is selling products and ma 
terials. He does not himself build or 
remodel. He does not even give con 
tractor discounts 


Demand for room. Every available 


» 
‘ = pment % 


ORIGINAL 22’x36’ STORE rented for $47.50 a month 12 years ago 
by Norman Ingalls (right, in doorway) from Robert H. Routzahn 
president of Middletown (Md.) Savings Bank. The banker is now a 
member of the board for the Ingalls building materials firm 


ing. Ingalls said: ‘‘We spent two years searching for a design 





for our 


Without Mr 


ommunity 


berger the store would never have become a reality 


employes are proud of the new building 





Square inch of Ingalls original store, 
which measured just 22’ x 36’, in- 
cluding storage, was crowded with 
typical hardware and paint merchan- 
dise. But people kept requesting build- 
ing materials. What a_ customer 
wanted, Ingalls provided, regardless of 
the problems of getting it for him. 
Although uneconomic in the begin- 
ning, this service policy built a loyal 
list of customers. : 

To provide storage for small in- 
ventories of lumber and building ma- 
terials, he rented first an old garage, 
then another, later a small warehouse. 
Once a week he would drive a truck 
to Washington or Baltimore to buy 
token inventories and to fill specific 
requests, even for trivial items. He 
bought just enough 2x4’s, concrete 
block, cement to haul back himself. 
For example, he would buy 16 to 20 
bags of cement at a time (today, he 
buys two carloads a week). 

Soon the rented garages and ware- 
house were not enough. He had to 
look for permanent space; up to this 
time, he did not own a foot of prop- 
erty. 

First expansion. He answered this 
problem in 1952 by buying an old 
grain mill, idle 15 years, a few blocks 
down Main Street. He gutted it for 
warehouse use. 

But he found that customers would 
go directly to the warehouse to buy 
lumber and building materials. He 
answered this need first by keeping 
a salesman in the warehouse, later by 
putting up a small (10’ x 12’) sales 
office on the property. 

Business boomed. One year later, a 
25-year-old local lumberyard whose 
primary business had been lumber, 
feed and coal, shut down. The impact 
of Ingalls’ progressive service policies, 
combined with added merchandise, 
were hitting home. 

Ingalls soon realized that his busi- 
ness was approaching a size requir- 
ing reorganization for future growth. 
Since he did not feel equipped to han- 
dle it alone, he called in a team of 
New York management experts in 
1954. Their job: to make a compre- 
hensive market survey and recom- 
mend future development. Ingalls 
wanted to know if he should close the 
hardware store and move all opera- 
tions to his new property. He also 
wanted an organization chart with his 
role defined and recommendations on 
financing. He retained a certified pub- 
lic accountant at the same time to 
supplement financial recommenda- 
tions of the consultants and to put 
them into action. The survey cost $2.- 
500; Ingalls said it was worth every 
penny. 

New organization. Ingalls put some 
recommendations into effect im- 
mediately, acted on others slowly. 
some not at all. No recommendation 
was used which could not be paid for 
out of capital reserves. 

Out of all the ideas came a new 
corporate organization, Ingalls Lum- 
ber & Supply, Inc., with a board of 
directors and an executive commit- 


tee; a system of financial reports, 
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which include sales and profit for 12 


product categories on a weekly basis; 
delegation of responsibilities to key 
executives and an employe program 
which provides profit sharing, paid 
hospital and medical expenses for all 
employes and paid holidays for hourly 
employes. 

The key to Ingall’s financial struc- 
ture and plans is the annual budget, 
prepared by an accountant (who also 
prepares a monthly financial analysis), 
supervised by the executive committee 
and approved by the board. Budgets 
drawn to date, which have been met 
or exceeded, have been based on sales 
increases of 10% to 20%. 


(Important management data is 
reproduced in outline and chart form 
elsewhere in this article). 

Management data is often given to 
manager Edward F. Moss and as- 
sistant manager Francis W. Summers. 
Moss, for example, plays an import- 
ant role in buying and has complete 
responsibility for inventory control. 

Including Ingalls, there are today 
19 employes: four salesmen, one part- 
time salesman, two mill men, two 
yard foremen, six truck drivers, two 
office employees and a janitor. Under 
the profit-sharing plan, employes 
share in net profits annually based on 
their earnings. Their share is paid in 











GROSS PROFIT AND COST OF SALES SUMMARY 








t 


week. 


leaf notebook, are: 

e Statement of financial position 

e Statement of income and 
earnings 

@ Schedule of inventories 

e Fixed and other assets 


retained 


White. 





A WEEKLY GUIDEPOST, this is one of the most useful financial reports 
Ingalls receives each week. It summarizes gross profit and cost of 
sales for 12 key product categories. On reverse side is the financial 
statement listing current assets and liabilities through the preceding 


Modern Management Tools Help Dealer 
Ingalls Control His Growing Business 


KEY DATA 


A system of management controls recommended to Ingalls by a team of New 
York management consultants played a big role in Norman Ingalls’ success. 
They consist largely of periodic financial reports prepared by a certified public 
accountant hired on an annual basis. These reports, kept by Ingalls in a loose 


ORGANIZATION PLAN 


OFFICERS: Norman Ingalls, president; J. O. Gawer, vice-president and 
treasurer; Olive Ingalls, secretary. 


BOARD OF DIRECTORS. Function: Advisory. 
Norman Ingalls, Chairman 
H. O. Gaver, Olive Ingalls, Robert Routzahn, 


EXECUTIVE COMMITTEE. Function: Operating Decisions. 
Norman Ingalls, Chairman. 
J. O. Gaver, Olive Ingalls, Edward F. Moss (Manager) and 
Francis W. Summers (Assistant Manager). 


* Mr. Routzahn is president of Middletown (Md.) Savings Bank 


@ Schedule of gross margins 

@ Ratios of financial statements 

® Schedule of operating expenses 

@ Schedule of other income and expenses 


Philip S. 
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HARDWARE SECTION of Ingalls Lumber & Supply, Middletown, Md., is one of the 
most complete in the area. George Trueff, pictured, formerly with Sears Roebuck 


Co., is hardware manager. 


cash December |. In 1958, employes 
received 30% of the net profit for the 
year (1959 figures were not avail- 
able when this was written). The 
slice of the company’s total net profit 
put into profit sharing is determined 
by the board and is based on the 
firm’s financial strength and plans. 

Mechanization. The most import- 
ant single recommendation made by 
the consultant firm was to combine 
both hardware and building materials 
in one central operation. That recom- 
mendation, together with continued 
business growth, spelled need for a 
new warehouse’ with mechanized 
handling and a new store. Finances 
did not permit building both at the 
same time, so the warehouse was 
chosen as the first step in 1957. 

A 50° x 127’ clear-span wood 
truss warehouse was built on a 50/ 
x 200’ concrete foundation for $1.- 
90 a square foot. The only new 
timbers were for the trusses; the rest 
were used, bought for $45 per 1,000 
bd. ft. When a larger warehouse is 
needed, the 50’ x 73’ apron will be 
enclosed. Yard and warehouse layout 
was done by an outside expert. A 
6,000-pound fork lift truck was pur- 
chased. Total investment for ware- 
house and truck: $17,000. 

On September 1, 1959, just 12 
years, three months and two weeks 
after Ingalls Hardware opened, Ingalls 
Lumber & Supply, Inc., moved into 


its new lumber and building ma- 
terials store. Designed by Jim Lind- 
enberger, architectural consultant to 
{merican Lumberman, the stere has 
a total selling area of 48’ x 80’. It 
backs up to an existing storage shed 
which was remodeled to provide con- 


necting second floor office space of 
15° x 47’. Features are timber 
beams 8’ o.c., wood siding, concrete 
block end walls, a built-up roof. 

Store displays include a model 
kitchen and an overhead garage door. 
Doors, windows, insulation, roofing 
and siding are displayed in one sec- 
tion. Paint and paint supplies, hard- 
ware and plumbing each occupy large 
areas. 

Sales counter island. A sales count- 
er located at the center of the store 
is open at the sides. 

“We looked at many stores which 
put the counter in the back. The 
salesmen could not (or would not) 
move from behind the counter,” In- 
galls said. An intercom system con- 
nects the store with the yard 

A local architect estimated the 
store and remodeling would cost $45,- 
000. Ingalls had it done for $25,000, 
the maximum allowable as indicated 
by his financial reports. Explained 
Ingalls: “We simply told contractors we 
had to build for certain amounts. We 
got used materials in many cases.” 

Ingalls is pleased with the new 
store, not only because of the space 
and layout, but because of “its whole- 
hearted acceptance by the community.” 

It’s still too early to tell how much 
the store will help increase sales, al- 
though early reports are optimistic. If 
Ingalls’ 12-year history in retailing is 
any indication, the new store should 
help. But he won't be astonished. It’s 
all down on paper almost as soon as it 
lappens 








CLEAR-SPAN WAREHOUSE with wood truss at Ingalls Lumber & 
Supply has 50’x200’ foundation; 50’x127’ of which is under cover. 
The concrete ramp from apron storage can be converted to closed 
warehousing if needed. 


February 15, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





THIS “EMBLEM OF QUALITY” is becoming 
more and more familiar to home builders, 

home buyers, and remodelers. Displayed on 
Amerock cabinet hardware in thousands of 
model homes. . . advertised to millions of 
hardware prospects . . . it helps sell Amerock’s 


quality and eye appeal for you. 


this emblem 


will be displayed in 
thousands of model homes 
to help build Amerock 


volume for you 


- HARDWARE 


Be sure customers, builders, and 
cabinetmakers see this emblem in your 
store, too. Here is Amerock’'s new 
revolving display—complete cabinet 
hardware department in one square foot 
of space. Costs only $4.56 with $44.34 
(dealer cost) worth of Amerock 
fast-moving items. 





See your Amerock wholesaler 


Amerock 


CORPORATION 
Dept. AL20, Rockford, Illinois 
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Dealer Sales Control in Action 





HOUSEHOLD HARDWARE 




















“BUILDERS HARDWARE 


HARDWARE 
BUSINESS 


monthy department merchandising: CONTENTS: 

Builders and Household Hardware ABCs of Hardware Management page 
® Paint and Sundries Inventory Control for Builders Hardware page 
Hand and Electrical Tools annaaee leone ite il 
® Electrical Fixtures, Sundries peste aig ee 


: fl % Special Offers page 100 
Plumbing Fixtures & Supplies tiny Sete: bl sane 168 


PRODUCT-OF-THE-MONTH DISPLAY-OF-THE-MONTH 





A DRYWALL CONSTRUCTION PAINT just developed A SALES-PULLING GARDEN CENTER for all of your 
by Du Pont saves time and cuts labor costs. It is designed lawn and garden supplies is easily yours with the help of 
for one-coat spray application to taped drywall construc this new self-service merchandiser. In addition to an eye 
tion or other rough interior surface, including masonry catching red, white and blue base, it has a large four-color 
block, tiltup concrete or rough plaster, says maker. It pro top banner showing attractive installations of the maker’s 
vides uniform coverage of surface irregularities due to its Grass Stop and Flower Fabric. To save a dealer's time, the 
high build and mild stipple effect, it is said. It also has a display is offered semi-assembled and can be set up in less 
spreading rate range of 125 to 250 square feet per gallon, than a minute. It may be obtained from jobbers or by 
depending upon the surface to which it is applied, maker writing direct to Nichols Wire & Aluminum Co., Dept. Al 

796 : y ' aie 
explains. For more details about this newly developed spray 1725 Rockingham Road, Davenport, Iowa. It is available 
applied coating, see new product write-up on page 96 free of charge to retailers who stock Nichols products 
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Lumber Dealer's Sales Manager Tells 





ABCs of Hardware 


Getting back to the fundamentals of market analysis, buying, pric- 
ing, fixturing, display and credit, these tips are helpful for every 
dealer . . . . especially the dealer who is interested in a more 
profitable hardware department. BY DONALD E. TEIFERT, sales 
manager, Northbrook (Ill.) Lumber Co. 


oa eetue MI IUULS  PRWER TDL 


DONALD E. TEIFERT, sales manager, Northbrook (lll.) 
Lumber Co. and wall area of perforated board used 
to display manufacturer samples and hand tools. About 
90% of Northbrook's hardware sales are made to con- 
tractors 





Management 


r YOU WANT to get into the hard- 
ware business, the first step is to 
take advantage of the free helps avail- 
able through trade publications, hard- 
ware jobbers and your state hardware 
association. All these can help “ease” 
you into the business. 

Here are a few essential lines of 
merchandise that your customers will 
expect you to handle: bolts and 
screws, locks, cabinet hardware, butts 
and hinges, vents and louvers, hand 
tools, paint sundries and paint finishes. 

In picking a man to run your hard- 
ware department, find one who has a 
mechanical aptitude. Get a good appli- 
cation blank that will reveal the ap- 
plicant’s background, his likes and dis- 
likes. These blanks may be secured 
from your state employment office, 
your state university or American 
Lumberman. 

Where do you find applicants? Here 
are some possible sources: 

|. From among your own person- 
nel. Maybe you have a handyman 
employe, who has a home workshop. 

2. Call the local high school and 
contact the man in charge of the 
woodworking shop. 

3. Ask the hardware or other sales- 
men who call on you. 

Last but not least, pay a man 
enough so that he knows that he is 
appreciated. 

How to buy. The best way is the 
way that is tailor-made for you, your 
business and the economic conditions 
in your area. Be flexible. Don’t buy 
as if you want to corner the market; 
on the other hand, don’t customer- 
order too much. 

As a rule of thumb, stock at the 
very most a three-months supply. If 
you can show four turns a year, you 
will almost double the average turn- 
over experienced by the average hard- 
ware dealer. 

Buy right. Get the longest discount. 
Select a good hardware jobber. There 
are several who specialize in selling 
lumberyards. If the situation warrants 
it, buy from a manufacturer. Be large 
enough before you start. 

Take advantage of the salesmen 
who call on you. They generally know 
more about the product than you do. 


salesmen talk to your store 
Take advantage of their spe- 


Have 
group. 
cials. 

Size up your market. The first step 
is to define your shopping area; sec- 
ondly, know people’s buying habits in 
your locale. 

Don’t reach out too far. Select an 
area that is profitable for you to han- 
dle. Carefully select the type of cus- 
tomer you want. If you want the con- 
tractor, cater to him. We do. 

Everyone has competition. How do 
you compete? Analyze your competi- 
tor and find his shortcomings. No one 
is perfect and there is always room for 
a good merchant. I for one, am not a 
pot-and-pan hardware man. I would 
rather take the hardware applicable to 
the building business and do a good 
job on that. However, if there isn’t a 
good pot and pan store around 
YOU BE IT! 

Know your competition; know what 
he is selling, how much he is getting 
for it and why. 

The fixtures you choose depends 
upon your store. Try to keep as much 
wall area as you possibly can. 

We chose those specified in A mer- 
ican Lumberman and are very happy 
with the results. They are flexible and 
we find that we are able to shift them 
around to give us maximum floor 
space and use. Standardize on a size, 
but be flexible because you might 
want to change the scheme of things 
next month or year. 

Have attractive, neat and original 
displays. Change them so that you are 
not in a rut, but do not confuse the 
customer by making him. look for 
merchandise each time he comes in. 

Inventory control. How do you con- 
trol an inventory? First choose the 
item or items that you want to control 
and count them systematically. By 
doing this, you can evaluate the flow 
of merchandise through your store, 
determine the profitable way to buy 
and the correct amount to be kept on 
hand. 

It takes very little time to set up a 
system such as this and it will pay for 
itself many fold after being in opera- 
tion a short while. There are several 
such inventory control systems avail- 
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VIC GABROVICH, manager of the hard 
ware department, Northbrook Lumber 


PRICING MACHINE imprints prices on 
pressure-sensitive tape for quick appli- 
cation to all types of products. 


able through hardware jobbers. Some 
hardware jobbers will even keep the 
control for you 
How do you price? That's easy. You 
price to make a profit. Before you can 
price intelligently, you must know 
about how much it costs you to run 
your business. After you know this, 
you can figure what you have to add 
to make it all worthwhile. 
Remember—it costs more to handle 
a homeowner type sale than it does a 
contractor, so when you price, get the 
(continued on page 60) 
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Hardware Management 


(begins on page 58) 





figure up there and give the contractor 
a discount. Contractors expect a dis- 
count on what he buys so it is best to 
build a price structure to allow a 
discount to him. 

Some hardware jobbers will use 
special merchandise for a sale. There 
isn't a lot of merit in this approach, 
however, if the sale doesn’t come off 
as expected; you can have off-brand 


merchandise that can sit around for an 
awful long time. There is just as much 
merit in taking merchandise from 
your stock and special pricing it for 
seasonal, etc. type of sales. A good 
rule of thumb to remember is that if 
merchandise is old and worn it will 
appear as such to your customer. To 
get rid of this, you really have to 
special price it to the customer—what 
is known as a 10% sale is not worth 
the effort in this instance. It is best to 
go right down to cost, take your 
bumps, learn your lesson and profit by 
the experience. Trying to save the 
profit and then failing to unload the 





Clarke 


FLOOR MACHINE COMPANY 
SANDERS * EDGERS * POLISHERS * RUG & UPHOLSTERY SHAMPOO EQUIPMENT 


Circle No. 86 on Handy Cover Card 


Do you rent the 
new machine 
that shampoos 
AND vacuums 
upholstery? 


If you don’t, you’re missing the 
hottest bet in the rental field — 
the brand new Clarke upholstery 
Shampooer-Vac, the only one of its 
kind on the market. This new ma- 
chine does what no other machine 
can do, combines the shampooing 
and vacuuming functions into one 
compact, easy-to-use unit. 

That’s why people everywhere are 
asking about it. Those who have 
used it are amazed at the way it 
works aerated foam into fabric to 
loosen the deep down dirt and whisks 
away dirt and foam with its powerful 
vacuum. And they’re telling their 
friends about its sparkling results. 

If you’re missing this hot rental 
bet now — don’t miss it any longer. 
Find out right now about the big 
rental profits you can make on the 
new Clarke Upholstery Shampooer- 
Vac — plus the extra profits from 
sales of Clarke Shampoo and other 
do-it-yourself items. 

Write for full information today. 


BEST KNOWN NAME IN FLOOR MACHINES 


462 E. Clay Avenue, Muskegon, Michigan 


Authorized Sales Representatives and Service Branches in 
Principal Cities. In Canada: Clarke Floor Machine Company, 
(Canada), Ltd., 21 Advance Rd., Toronto 18, Ont 





goods will only prove to be a double 
loss. 

I am in favor of a price on every- 
thing. Marking machines and marking 
pencils are available for this job. If 
the goods are marked, you have 
helped the customer select his mer- 
chandise and answer his first question 
—how much? To stretch a point, you 
might say that you have added a 
salesman when the merchandise is 
prepriced in that the customer can 
pick up his goods and hand them to a 
counter person and pay for his sales 

The only trick that a company 
should use to price is to odd-figure a 
price. You will find that merchandise 
priced at $2 will not move as fast as 
merchandise priced at $1.98. 


Department location. The proper 
location for a hardware department 
within a lumberyard is a very difficult 
one to answer in that many of the 
items in a hardware store are impulse 
in nature. The location of the hard- 
ware department should be where the 
most traffic is—close to a lumber 
order desk is best. 

As mentioned before, have your 
layout flexible so that you can move 
seasonal items around so that when 
you want a customer to see them you 
can get them before him without un- 
due work on the part of the store 
personnel. 

Casters on the bottom of displays 
are a good answer to flexibility. Gen- 
erally speaking, a display that can 
remain in one place is a hand tool 
display near the order counter where 
your customer can browse. 

Some yards think they must stock a 
cheaper line for the homeowner to 
offset a more expensive line for the 
contractor. We have found that the 
homeowner will buy the better grade 
and come back and thank you for 
selling it to him. You might want one 
or two cheaper tools for the home- 
owner, but do not substitute a whole 
line. 

Cater to the homeowner’s whims 
In selecting merchandise, think of the 
needs of your wife, yourself and your 
next door neighbor, then you will just 
about hit all your customers. 

Store demonstrations at busy traffic 
periods are one of the best selling 
tools you can use. Let the customer 
handle the saw or help tack up insula- 
tion and ceiling tile. When he finds 
out how easy it is, the sale is that 
much easier. 

One of the hardest things for a 
lumberyard to realize is that the aver- 
age homeowner who comes to you 
needs help. He is not sure what he 
wants or needs, but relies on your 
wisdom. If you can talk his language 
and put yourself in his position, com- 
petition can’t hurt you. 


Selling the contractor. To sell a con- 
tractor, you are selling a customer 
who often Knows as much as you do, 
sometimes more. He knows what he 
wants and quite generally knows what 
it is worth. If you remember that he 

(continued on page 64) 
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SELL 
YALE 


THE BRAND THAT 


SELLS 


YALE OFFERS... 


@ Most famous name in Locks and Hardware @ Your choice of the broadest line 
@ Latest styling— setting the pace nationwide @ Price ranges to suit every budget 


CARRIED THROUGHOUT THE COUNTRY BY ALL THE IMPORTANT WHOLESALERS 


YALE & TOWNE 


YALE —REG. U.S. PAT. OFF, 
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It’s time to turn 


STRETCH! 


This superb latex paint can be a real profit puller for 
you! Actually contains a higher percentage of more 
expensive ingredients than the majority of latex prod- 
ucts now on the market. . . flows on smoothly, spreads 
easily for outstanding coverage and a rich velvet finish. 
Formulated to stand repeated washing. Available in 12 
fashionable new decorator hues and white. . . priced to 
build traffic and profit for you! 


AMMS INYL LASTIC 


TVP represents another natural in the profitable Tamms 
line. Dealers everywhere are filling their shelves with 
this all-purpose plastic paint. Covers masonry surfaces, 
green plaster, asbestos shingle, insulation board ... even 
black asphalt paint! Fade proof, even when exposed to 
sun, salt spray, acid air, or industrial fumes. Self- 
priming, won’t bleed. Highly water resistant, yet dries 
in 30 minutes. A natural for rush contractor jobs. 


Sila-Tex 


Tamms always-popular powder paint... paints as it 
plasters, plasters as it paints. Covers cracks as it deco- 
rates ... makes old walls and ceilings look new! Saves 
patching time. Sila-Tex is the ideal one-coat cover for 
plaster and wall board. Taped joints disappear immedi- 
ately. Available in white, and 12 popular new colors. 
Here’s a powder paint from Tamms you can recommend 
with confidence for top performance and profit! 
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to Tamms 
reasure Program! 


SOY toy 


~¢ 


oa 


a 
— te 


---Or one of thousands 


of other valuable prizes! 


Tamms is on the march, growing every day, and to 
prove it we have put together a Triple-Treasure 
Program of a really unusual kind for you. Every- 
body is eligible, so be sure to get aboard early. The 
top prize is an all-expense, five-day trip to glamor- 
ous, glorious Mexico City for you and the com- 


panion of your choice. And you can win dozens of 


other prizes without limit! Not just shoddy give- 
aways, but the finest appliances, silverware, quality 
china, name-brand golf clubs, fishing equipment, 
guns. Choose from 1500 nationally-known items! 


And it’s all so easy, all you have to do is to handle 
Tamms products. Every time vou make a sale you 


Namms 


INDUSTRIES COMPANY 


228 North La Salle Street, 
Chicago 1, Illinois 
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rack up a credit of big Triple-Treasure Tamms profit 
points towards the prize of your choice! 

And remember, this is not a contest! Everybody wins 
with Tamms this Triple Treasure way! First, Profits 
for you from Tamms product sales. Second, Prizes 
that your points pile up. Third, Pleasure for some 
lucky winner in a Tamms Trip to Mexico City! 

So don’t delay, get aboard today! Mail the coupon 
right now, for full details of how you can win a trip 
to Mexico City—or the glamorous prize of your 
choice on this big new Triple-Treasure Program. 
Thousands of prizes will be distributed ... be sure 
you get yours! Send for details now! 


Tamms Industries Company 
228 North LaSalle Street 
Chicago 1, Illinois, Dept. AL-20 


Dear Tamms: 
1 want to get my share of your treasure. Send details 
today on how I can get aboard. 


[_] I'm currently a Tamms dealer. 


[_] | don't handle Tamms now. 


NAME 





ADDRESS _ 
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SEYMOUR $i 


TH & SON, INC. 
CONN 
le prese ntative 

. Co., nc. 
H. Grohom & Bg 
105 Duane St., N- Y. 8, 


SEYMOUR SMI 


OAKVILLE, 


Sales I 


John 
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ABC’s OF HARDWARE MANAGEMENT 


(begins on page 58) 





can save time by doing business with 
you, all you have to do is have what 
he wants on hand and you are in 
business. 

Most contractors buy quality at a 
price; or the best price he can get. 
The most common complaint I hear 
from contractors is, “I didn’t know 
you handled it.” 

Again, as with the homeowner, you 
have the first chance at the contractor 
to sell him his needs. If you have an 
estimating service there is a very good 
chance to add $100 or so to each job 
you sell him. Everything being equal, 
you get the business. 

Another thing that many dealers 
forget is that power tools are an ex- 
cellent “in” with the contractor. Qual- 
ity lines of power tools are added sales 
with this type of customer. When you 
stop to think of it—a contractor stops 
at your place of business more often 
than anywhere else, so if you have 
these tools available he is susceptable 

There is a proper time of the year 
to promote many hardware items 
The spring and fall are excellent for 
combination door hardware, when 
you think that you can add $5 or so to 
each combination door that leaves 
your establishment. Spring and _ fall 
are also good paint and stain seasons. 
You will find that by advertising such 
items or displaying them more promin- 
ently, sales will pick up 

“Gift days” are also times that 
power tools and hand tools will bring 
an upward swing in movement. Sea- 
sonal promotions also depend on the 
extent of your hardware lines. Lawn 
and garden items are seasonal in 
nature, also toys. 

Sell credit. The lumber dealer 
should use credit as a means to further 
hardware sales. If a dealer has power 
tools for sale, he needs some type of 
budget terms to help the homeowner 
and contractor. A good gimmick to 
start credit sales moving is so much 


down and so much a month with no 
credit charge. No business can carry 
too much of this type of credit, so you 
will have to limit the number you can 
carry. The size of the business con- 
trols the number you can handle. 

If you have a large hardware estab- 
lishment the $1 down $1 a week with 
10% of the purchase price as carry- 
ing charge is a very good traffic 
builder. This will bring customers 
back every week and open up a new 
type of business. Generally speaking, 
the people who buy on a plan such as 
this are a very good credit risk and a 
firm can stand quite a bit of this 
business 

Here are some of the credit plans 
that should be made available: 


1. Down-payment, so much per 
month, no interest or carrying charge. 


2. $1 down, $1 week 10% of pur- 


chase price for carrying charges. 


3. At least 10% down, 10% ot 
purchase price carrying charges and a 
year to pay. 


4. 30-60-90 day payment plan. At 
least 10% down, balance falling due 
in three equal payments of 30-60-90 
days—no interest. 


There are many new products that 
are closely allied to our industry. Here 
are a few: power tools of all kinds; 
low and high-pressure laminates for 
sink tops and cabinet work; ceramic 
tile and floor tile; unfinished furniture; 
outdoor and indoor stains; fireplace 
equipment; prefab fireplaces; tool 
rental; lawn and garden supplies; toys. 

Of course there are many more, 
but remember the old saying, “Don't 
bite off more than you can chew!” 

The hardware business is not some- 
thing to go into half way. But it takes 
just as much effort to do a good job 
in hardware as in lumber 





POWER TOOLS 
can be sold by 
lumber dealers to 
their regular build- 
er and carpenter 
trade. The same 
tools can be sold 
home handymen. 
Display shown is 
at Northbrook (Ill.} 
Lumber Co. 
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TO PROFITS TODAY WITH 
RANT’S/900/6 000 


SLIDING DOOR HARDWARE 


Your sales curve will soar skyward when you 
join the thousands of dealers rocketing into 
the greatest sliding door hardware promotion 
of our time! 


SLIDING 
DOOR 
HARDWARE 


broadsides 


=) 

















With a ‘‘pay”’ load full of the finest features: Supported by the greatest barrage of promotional aids: 


aluminum or steel track * single or double wheels stuffers * broadsides * spec sheets ° displays * national 
reversible sets for 34” or 134” doors * packaged for 4’, advertising * mats * specialties and, in 1960! 
5’, 6’ or 8’ openings. * great, new profit-packed promotions 

* sparkling dealer aids 

* exciting, point-of-purchase materials 


SEE YOUR ROCKET DISTRIBUTOR TODAY for all the facts on Grant's greatest pro 


GRANT SLIDING HARDWARE 


GRANT PULLEY & HARDWARE CORPORATION 

Eastern Division/ 3 High Street, West Nyack, N.Y. 

Western Division/ 944 Long Beach Ave., Los Angeles 21, Calif. 

sliding door hardware «¢ drawer slides * drapery hardware ¢* pocket frames -¢ pulls ¢ special sliding hardware 
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ERS! 


3 Great New Roofing Products 


DIAMOND-RIB* —The first truly different aluminum roofing! Ribbed for strength, 
diamond embossed for added sales appeal. Standard lengths from 6’ to 16’ cover a net 
48” width after lapping. 

GREEN DIAMOND-RIB—AIl the features of regular Diamond-Rib plus neutral green 
color-primed treatment on both sides! Use it as is for scores of residential or commer- 
cial applications, or paint it any color with just one coat—no primer needed. 


LONGER, WIDER CORRUGATED—Stucco embossed, 2%” corrugated sheets in the 
popular .019” thickness! Lengths from 6’ to 16’ cover a net 48” width after lapping. 


2 » Dealer-Minded Sales Policies 


30-YEAR WARRANTY-— Offers positive proof to your customers that Kaiser Alumi- 
num Diamond-Rib and Green Diamond-Rib sheets are protected against corrosion 
for farm and residential use. 


ON-THE-SPOT REPLACEMENT-— Lets you make immediate replacement of any de- 
fective material up to $50 value. You determine the adjustment—you make replace- 
ment on the spot. 

SALES HELPS—Our responsibilities just begin when a dealer puts Kaiser Aluminum 
material into stock: national advertising... local announcement ads for new dealers 
... help on your “open house”. . . personalized direct mail .. . free building plans and 
display rack ... sales help on your customer calls... plus many more! 


%. Reliable Wholesalers Everywhere 


NO SUPPLY PROBLEMS when you stock Kaiser Aluminum roofing products. Ade- 
quate stocks are a requisite for all of our wholesale distributors. What’s more, every 
Kaiser Aluminum wholesaler is selected to serve his dealers—not compete with them! 


Don't settle for less! Get all the facts from your Kaiser Aluminum Building 
Products distributor or sales representative. Kaiser Aluminum & Chemical 
Sales, Inc., Kaiser Center, 300 Lakeside Drive, Oakland 12, California. 
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30 YEAR WARRANTY 


{ Diamond-Rib Roofing 
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30 YEAR WARRANTY 


Diamond-Rib Roofing 


KAISER ALUMINUM BUILDING PRODUCTS 


e Diamond-Rib roofing 





e Extra-wide, extra-lon 
e Standard V-c 
@ Roll Valley Flashin 
Nails—for roof 
Foil Insula 


Rain carr\ 
downst 


ShadeScreen 
She deScreen 


THE BRIGHT STAR OF METALS 








HARDWARE BUSINESS 


SAMPLE PAGE from Franklin 
Hardware inventory manual 
shows whether item is for basic 
or optional retail inventory in 
one of three categories of deal- 
ers. Sheets can include data for 
items from any manufacturer. 





‘ Mn. Lm. Lm. Me. Lhe 
LL LL Le LI. LB. LD 
LD. LE Le, LL LM Le, LD he 


BULLDERS HARDWARE PROGRAM 


DWE JIMP.Z} DWE § HOW 
M ‘ 100 100. 
100 200 200 


DISPLAY IS ORGANIZED so that a 
complete builders’ hardware inven- 
tory can go in a 12’ gondola or wall 
fixture. Products are arranged in co- 
ordination with inventory manual. 
All items contained in the suggested 
basic inventory are cross-reference 
listed for each manufacturer which 
makes the item. Do-it-yourself in 
structions for product layout in the 
display have been developed, follow 
ing the principle of related selling. 
In addition, methods are suggested 
for disposition of ‘‘close-out'’ items 


Inventory Control for Builders Hardware 


Inventory manual and quick order system is coordinated with display. 
Dealer can get greater turnover with minimum investment, sponsors claim 
One plan is specifically for hardware business in lumberyards 


New BRITAIN, CONN.—At the request of Franklin 
Hardware and Supply Co., a Warrington, Penna. whole- 
saler, the P. & F. Corbin Div. of the American Hardware 
Corp. has launched a plan to bring “order out of chaos” 
in any retail builders’ hardware department. 

The Corbin people have developed a complete basic 
stock and selling program which includes Corbin products 
as well as those of Safe Padlock and Hardware Co.; 
Amerock Corp. and C. Hager & Sons Hinge Co. Other 
hardware brands and sales programs can fit into the Cor- 
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bin plan too 
The stock control idea is coordinated with store display 
and a speedy order system by the Franklin wholesale firm 


Three groups. Basic inventories are classified by hard 
ware sales volume in three categories: 
Dealer Inventory Cost 
$2,675.00 
$1,925.00 
$1,200.00 


Volume 
$100,000 to $200,000 
$100,000 to $200,000 

$50,000 to $100,000 


Type Store 
Lumberyard 
Hdw. Store 
Hdw. Store 
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An inventory manual classifies items as basic, optional \e 
or service. HOS SE ISH Ir 
Basic builders hardware items are those required as a 
“must” in a dealer’s stock. —=mw W — 
Optional items are those to be included in the retail D A\ | \J INCLUDING 
inventory by the individual dealer—based on past sales IU oy OW THE QT. OR 1 LB 
history, type of customer, location and season of the year. SIZE OF EACH 
Service hardware items are listed in the manual for 
reference only, not inventoried at the retail store. 
The Turn-Over handbook of the National Retail Hard- Buy ra Dleyizle 
ware Association was used as a guide by the Corbin people 
to determine basic stock selection, adjusted to meet the 


needs of the three store classifications. 4, Get dats 12% 


Display. All recommended basic stock can be accom- 


modated in a 12’ or 15’ gondola or wall display. Fix- ‘wen gene 

tures list for as low as $25 per lineal foot and are avail- a 
able from several sources. Existing fixtures can be used, . 
however. 

Products are arranged for display to coincide with the 
inventory control forms. Inventory may be quickly spot- ; . 
checked and posted, according to the Corbin people. 

Speed ordering. Through the use of the unique E-Z _ Buy a Dozen 


order form, developed by the Franklin Hardware & Supply 


Co., a dealer can visually control inventory by his regular ELMERS th 
orzing proves lcisein| Get the 12 


The transparent, illustrated and pre-priced order forms 


are periodically mailed by product lines and manufacturer GLUE 
to the dealer, based on his purchase records. This allows = ie t 
him to transpose his purchase requirements rapidly and xa | 


easily, with a minimum risk of error. 
Conversion from present inventories to the new plan 
can be easily made by using conversion tables, the man- 


ufacturer states eS) R Bley 4-) a) 
C. S. Bauman, assistant general sales manager for uy r= | 


P. & F. Corbin Div., told American Lumberman that the 


firm will check the use of the new inventory control and , th 
sales program by dealer customers of the Franklin Hard- _ r=} 4 t e 


ware company and that a later report from these dealers 


will be reported in A. | nae oa ce f 
J 


ae. 





FRANKLIN HARDWARE & SUPPLY COMPANY ——_ai. 


anime 


Buy a Dozen 
Get the 12" 




















Buy a Dozen 


CONTACT | Get the 12" 











It’s as simple as that! Every time you order 12 of any one of these five 
great Elmer Glues between February Ist and February 26th you get the 
twelfth one free. What a wonderful opportunity to stock up on all five and 
save. See your supplier or write The Borden Co., 350 Madison Ave., N.Y. 17 


| D ) ) 
d 
O 





E-Z ORDER FORM from Pennsylvania hardware jobber 
serves as a stock control page, dealer's actual order 
form and dealer's invoice. Each item is illustrated with 
nomenclature, suggested retail price and dealer's cost. 
Wholesaler provides stamp for dealer's name which 
goes in upper left corner of transparent form. Asterisk 
indicates that the item is a ‘‘basic'’ for dealer inventory. 
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Rake 
it in 
with Du Pont 
paints 


Here is DuPont’s big, ten-pronged 
MONEY RAKE for 1960! Look how it 
can pull in more paint business 

for you—and pile up extra profits! 


i 
: 
t 
? 
: 
| 
{ 
] 
7 
3 
& 
; 
t 
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NEW “LUCITE’’® Acrylic House Paint, the greatest 
development in exterior finishes in a generation. A 
high-profit paint that is taking hold fast! 


NEW COLORS for the new decade! Hundreds of 
fresh, style-setting shades! Matching colors in flats, 
enamels and rubber-base paints. 


COLOR MASTER—Du Pont’s new color mixing ma- 
chine! Accurate! Simple! Compact! Inexpensive! Gives 
you unlimited colors, 50% saving on colorant costs! 


IDEA CENTER. Colors! Ideas! How-to-do-it inform 
tion. Library of decorating books. All contained | 
modern, compact floor unit. Helps to make you 
Store decorating headquarters. 


ADVERTISING. Du Pont ‘‘Show of the Month” on 
TV. Gorgeous color ads in Reader's Digest, Saturday 


Evening Post, etc. Hard-hitting newspaper campaign! 
Radio and TV spots. 


COLOR BOOK—new 48-page decorating book for 
mailing! Imprint on cover marks your store as No. 1 
source for new ideas, new colors, new paints. Puts 
you in the big leagues. 


SALES AIDS. Year-round display programs! Com- 
plete promotion packages! Co-op advertising! Clerk 
training! Expert help in store layout, financial man- 
agement, technical service! 


INDEPENDENT DEALER POLICY. When you sell 
the Du Pont line of paints, you don’t have to worry 
about competition from company-owned retail outlets. 


STARTER PLAN. Du Pont will get you started with 
display signs, special advertising, in-store demon- 
strations, imprinted decorating books. 


DU PONT RESEARCH means more profit oppor- 
tunities for you—through remarkable new paint prod- 
ucts (such as ‘‘Lucite’’) and high standards of quality. 
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UND Paints 


REG. u. Ss. pat. OFF 


Better Things for Better Living... through Chemistry 


Put Du Pont’s MONEY RAKE to work for you! 


Mark and mail the coupon for complete details! 


E. |. du Pont de Nemours & Co. (Inc.) 
f n, Dept. AL-62 


a 
Del 


inishes Divisi 


Wilmington 98, 


You bet I’m interested in raking it in! Rush 


me the details on Du Pont’s paint line for 1960! 


Address 
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© oF E IT wih 
SURFACE. 


FINISHES 


TY PE 


Use this panel 
as a demonstrator. 
See coupon on opposite page. 


lelele} 


There’s a _—_! + 


Waterlox 
product 
for every 
natural 

and Finish 


wood 
MADE FROM TUNG OIL MADE FROM TUNG OIL 


surface — = | e : 


FLOORS SASH 











HEAVY DUTY 
GYM FINISH 


esa] 


A Durable 
Floor Finish 
| MADE FROM TUNG OIL 
te: oo 


TRANSPARENT 
NATURAL 
sp FINISH 


Clear Sealer 


























anterior or 


exterior 


Three coats produce a fine 
medium gloss finish on 
most interior natural wood 
surfaces. Also used under 
Finish Coat, Gym Finish, 
and Satin Finish as a sealer, 


A soft-luster, protective fin- 
ish coat. The nicllow glow of 
the wood gives no apparent 
evidence of a finish having 
been applied. Interior only. 


Long-wearing high gloss 
finish coat. For heavily used 
floors and other interior 
wood surfaces. Dries faster 
than Heavy Body Finish 
Coat. 


LEATHER TABLE-TOPS 


NEW! 
NEW! 


NEW! 
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BAR TOPS SILLS FURNITURE ANTIQUES 


UNAFFECTED BY 
TEMPERATURE EXTREMES... 


DRY ICE TEST proves the resistance of Waterlox to 
cold and moisture. Fifty-hour exposure to —60° leaves 
. finish unharmed. Boiling water won’t hurt it either. 


ll 





PANELING 


For over 25 years... 





closest to a permanent clear wood finish! 


NEVER BECOMES BRITTLE — MADE WITH TUNG OIL! 


PENETRATES Waterlox Transparent is a clear seal- 
er and finish made from specially processed tung oil. It 
penetrates as much as %”’ into hard maple flooring— 
actually becomes part of the wood. Moisture is effec- 
tively locked out. The natural beauty of the wood 
grain is emphasized. 


TOUGH Waterlox finishes have a tough yet elastic 
quality due to the high content of specially processed 
tung oil. They resist marring more than ordinary finishes. 
Scratches appear darker and are less noticeable. 


EASY TO USE Waterlox is easily applied with a 
brush, roller or nylon cloth. Floors can be finished 
quickly with a long-handled lamb’s wool applicator, 
dipping from a flat, open container like a cake pan. 


CABINETS TABLES 


eo TT +. 











— 


A high gloss finish coat of 
exceptional depth. For fine 
Jloors and other interior 
wood surfaces. Rubs to a 
high piano luster. 


HEAVY BODY | 
FINISH COAT | | 


A 


MADE FROM TUNG OIL 


WATERLOX 


WEATHER-CIDE 


4 wri () 


Natural 
Exterior Finish 
MADE FROM TUNG OIL 
. ——— + 

















Principally for siding and 
garage doors. Specially for- 
mulated— leaves slightly 
“grippy” surface which re- 
sists effects:of sunlight. 
Wears down gradually for 
easy refinishing. 


NATURAL SIDING & GARAGE DOORS 


S333335 


February 15 


BOILING WATER CAN’T HURT IT Wood sur- 
faces protected and beautified by Waterlox are un- 
harmed by moisture, temperatures from —60° to 212°F 
and above, alcoholic beverages, fruit juices, and milk. 
No waxing is needed. Rugs stay in place. Worn spots 
can be patched. 


TEST IT YOURSELF You can confidently recom- 
mend Waterlox as the closest to a permanent clear wood 
finish. This has been true for over 25 years. Prove it 
yourself with the free samples offered in the coupon. 


ADDS TO LIFE OF PAINT An excellent additive 
for oil base and alkyd resin-type paints. Waterlox Trans- 
parent is used in place of white thinners such as turpen- 
tine, mineral spirits, etc. Improves flow, wear and color 
retention. Adds to sealing qualities. 


FREE FINISHING BOOKLET 

(-] Send free 16-page booklet ‘Natural Wood Finishes with 
Waterlox”’. Tells how to refinish antiques, floors, paneling 
and other woodwork. 

FREE “PROVE-IT-YOURSELF” SAMPLES 

(] 1. Send set of free Knocking Sticks. Two 6” Waterlox- 
finished maple dowels. Knock ‘em together—dent them— 
finish will not crack. 

2. Send free sample (7” x 8’) of maple flooring finished 
with Transparent or Gym finish, Pour boiling water on them ! 
[_] 3. Send free pint of any one of the following: 
TRANSPARENT ) SATIN FINISH 
HEAVY BODY FINISH..( ) WEATHER-CIDE.... 
GYM FINISH ) INSTANT SEALER... 

(] Have representative call. No obligation, of course. 


GLOSS AND SATIN-FINISHED PANEL 

[] Beautiful 14” x 18” inlaid panel made of 16 different 
woods finished with Waterlox. Swivel base stand. Avail- 
able at cost price of $7.50. Delivery about 3 weeks. 
Attach coupon to your letterhead and mail to: 


WATERLOX DIVISION 
THE EMPIRE VARNISH COMPANY 


2638 East 76th Street, 
Cleveland 4, Ohio 





| war ERLOX 


INSTANT DRYING 
SEALER 


-WATERLOX INSTANT DRYING SEALER > 
Sand and recoat within 7 hour! 


For those who want a fast drying finish. Waterlox Instant Drying Sealer protects 


~ FOR FLOORS 


against moisture, seals out dirt, grease and stains. Produces a light, natural 


appearance. Can be used under any of the Waterlox interior finishes. 
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LOCAL ADVERTISING 
FOR YOU 


...for merchandising minded 
Dealers, a complete LOCAL ADVER- 
TISING PROGRAM. This is designed 
to sell you and your service... MORE 
than 25 Promotion Items ready for 
your imprint and a USM plan for 
TV and other 


newspapers, radio 


local advertising. 


TORY 


— 

a WREC 
NED 

TELEPHEYERTISING 


NEWSPAPER 
_ [ADVERTISING 





Write today for details on the Certified 
Adequate Insulation Local Promotion Program 


UNITED STATES 
aM. MINERAL WOOL 
—~ COMPANY 


World's Oldest Manufacture 


STANHOPE 


Wool Products 


NEW JERSEY 


Please send me information on your 


Local Promotion Program, 


NAME 
COMPANY 
ADDRESS 
city 
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HARDWARE BUSINESS 


Regional Paint Makers Merge 


Kansas City, Mo.—Consolidation 
of two of the nation’s largest inde- 
pendent regional paint manufacturers, 
The H. B. Davis Co., Baltimore, Md 
and Seidlitz Paint & Varnish Co., 
Kansas City, has been announced by 
officials of the two companies. 

The merger also included four 
wholly-owned subsidiaries of the two 
firms: John W. Masury & Son, Inc., 
Baltimore, Md. and Masury Paints of 
Texas, Inc., Houston, Texas, Davis 
subsidiaries; and W. H. Sweney & Co., 
Inc., St. Paul, Minn. and Seidlitz Paints 
of Texas, Inc., Houston, Texas, Seid- 
litz-owned firms. 

While both companies and _ their 
subsidiaries will continue as independ- 
ent operations under present manage- 
ment and personnel, both the Davis 
and Seidlitz firms will become part 
of an overriding corporation to be 
known as Consolidated Coatings & 
Chemicals, Inc., with headquarters in 
Kansas City, Mo. 

Officers of the newly 
poration are: H. Braith 


formed cor 
Davis, chair- 





IT’S A DEAL! President G. R. Seidlitz, 
left, congratulates board chairman H 
Braith Davis of the newly-merged paint 
combine. 


man of the board; G. R. Seidlitz 
president; A. L. Smith, executive vice 
president; C. N. Seidlitz, Jr., executive 
vice-president; W. P. Marsh, treasurer: 
J. L. Hall, secretary 

Completion of the merger coincided 
with the SOth anniversary of the Seid 
itz Paint & Varnish Co 





Sees Trend to Pastels 
on Home Exteriors 
“This year will 
definitely see the 
emergence of a 
trend of neutral 
beiges, browns 
and grays in roof 
ing and siding, 
Beatrice West, 
nationally- 


* 
known color styl- 
ist and designer, 
be . told convention- 


Beatrice West goers at the re- 
cent NAHB Show in Chicago 

“These neutral tones will be set off 
with a new and important use of tur- 
quoise, yellow, coral, rust and copper 
as accent and trim paint colors,” she 
predicted. 

Soft color blends in roofing and sid- 
ing, giving an overall pastel effect, will 
continue to have widespread use, she 
said. 


Hardware Men in News 


* The Union Fork & Hoe Co., Co- 
lumbus, Ohio, announces the appoint- 
ment of William P. Gillespie as vice- 
president and director of sales. 


¢ The Black & Decker Mfg. Co., 
Towson, Md., announces the appoint- 
ment of Malcolm D. Mooers to the 


} } 
Venerdal Sates 


tool 


newly-created position of 


manager of the electri firm's 


hardware division 


* M. C. Smalley has been promoted 
to the newly-created position of prod 
ucts manager of Nichols Wire & Alu 
minum Co., Davenport, lowa 


¢ Skil Corp., Chicago, announces the 
appointment of J. R. DeBacher as 


executive vice-president 


William P. Gillespie John J. Owen 

¢ Millers Falls Co., Greenfield, Mass 
announces the election of John J 
Owen as executive vice-president and 
director in charge of all phases of 
production, engineering and sales 


* William P. Roach, Jr., has been 
named to the newly-created position 
of field sales manager of McKinney 
Mfg. Co., Pittsburgh, Penna. 
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Weldwood Wood Finishes Center 


WANCE TE BEAUTY OF WOOD 
pRooucrs 10 PRESERVE AND ym Lengee : i 


FINISHES eons 


RIOR WOOR rimMisHEs 


ss ss aa eB 
<a SELECTOR GUIDE for WELBIO 


Yours At Cost—c! 


they 


NEW 587% PROFIT PACKAGE—DESIGNED FOR FAST TURNOVER! 


The convenient Weldwood® Wood Finishes Center is the first place 
that will catch people’s eyes when they're looking for quality wood 
NEW WELDWOOD WOOD finishes. The centers come in two styles to meet your store’s needs. 
They put all the famous, fast-selling Weldwood Wood Finishes in one 
FINISHES CENTERS — GIVE handy, self-service location. Don’t overlook the wonderful introduc- 
tory deal Weldwood is offering you—with 58% profit! 


YOU A $111.26 PROFIT Don't wait! Get in on this profit-building deal now. Contact your 


jobber, Weldwood representative, or write: 


ON A $78.86 INITIAL 


INVESTMENT IN MERCHANDISE. WELDWOOD wooD FINISHES 


Dept. AL-2-15-60, UNITED STATES PLYWOOD, 55 West 44th St., New York 36, N. Y 


Pp R 
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1400 Colors at the Push of a Plunger! 


Maestro Color 


® Requires only 12 colorants 
and 2 tint bases 


® Needs no special training 
or skill to operate it 


® Gives practically trouble- 
free service for years 


® Pays for itself through 


increased sales 
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.. With Pittsburgh’s New Low-Priced 


ne 


% 


Mixing Mach 


Super-accurate color 
dispenser serves customers 
more quickly and precisely 
...saves you time, money, 
materials and manpower 


e Pittsburgh now makes available this new, low- 
priced MAESTRO CoLoR Mixing Machine developed 
exclusively for dealers who sell Pittsburgh Paints. 
With this equipment more than 1400 colors can be 
custom-mixed precisely and quickly in nine popular 
interior and exterior finishes. 


e No special skill or training is needed to serve 
customers without delay in mixing, without fuss or 
mess. Dispensers are graduated to 1/48th of an ounce. 
One push of a plunger and you get the precise amount 
of colorant to match or duplicate desired colors exactly 
and in less than a minute. 


e Colorant inventory is simplified. You need only 
twelve machine colorants, packaged in quarts, and two 
MAESTRO tint bases for each type of finish to satisfy 
the needs of even your most color-conscious customers. 
Performance and quality of these custom-mixed colors 
are comparable with standard ready-mixed 
Pittsburgh Paints. 


e Ruggedly built and with no complicated parts to 
get out of order and delay sales, this MAESTRO COLOR 
Mixing Machine gives practically trouble-free 

service for years. And you'll find it pays for it- 

self through increased sales. 


e If you are interested in serving today’s 
growing demand for colors with greater effi- 
ciency and at lower cost, turning over inven- 
tory more frequently and with greater profit, 
send this coupon for additional information. 


PITTSBURGH’ PAINTS | 


PAINTS + GLASS + CHEMICALS + BRUSHES + PLASTICS + FIBER GLASS 
_— k) IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED s 
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MAESTRO COLOR CASCADE 
Makes Color Selection Easy 


e This attractive displayer is spe- 
cially designed to stimulate sales 
and help customers choose colors 
speedily. The entire range of hues is 
grouped on cards according to color 
families. 

e Included in this CoLtor Cas 
CADE is an ample supply of color 
cards to give customers to take home 
for further study. Dealers are also 
provided with a formula book con 
taining simple mixing instructions 
for every color. 


Pittsburgh Plate Glass Company, 
Paint Division, Dept. AL-20, Pittsburgh 22, Pa. 


Please send me more information about your 


new low-priced Maestro Color Mixing Machine. 
NAME 

ADDRESS 

CITY 


COUNTY 
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| (dere’s the one that 


HARDWARE TRENDS 7 WON'T SHRINK 
W ATE p This modern plastic in 
powder form makes 


lasting repairs in tile, 
SOMETHING OF A REVOLUTION in merchandising seems PUTTY sale adieepiol. 
shaping up at the manufacturers level. The Corbin WILL NOT SHRINK SELLS BETTER because 
inventory-turn-over program announced in this STICKS AND STAYS pifr it WORKS BETTER. 
issue is one example. Stanley's "Hardware ai : 
Center," something along the same lines, is 
another step for better merchandising. 








A new sense of producer sales responsibility might 


sum up what to the hardware industry is a revolu- ok Soest eee 

tion in thinking. NRHA's Turn-over Handbook should weats Rack - Bard 

be credited for the change but top producers are Hee ghee ee a 
lending keen know-how. eer” Wate mere, DURHAM 
Durham's Rock- { 4 Box 805-8 
DISPLAYING FAST-MOVING HARDWARE, ditching the slow- ofa so ey ~ Des Moines, 
movers, seems to benefit both the dealer and his best profit margin on = 
customer. It has been proven by now that visu- any Peotiet © youraall Eek aa a 
ally-packing and displaying only wanted items see why it sells so fast, and repeats so regu- 


; } ‘ j N y patching mat ls y st nk, 
sharply increases impulse Selling. tariy. Hany patching Scores a ed 


Reversing the trend downward, taking a larger re ee oe ae Sanee ee 
share of the public's dollar for hardware is long chisel it, int or polish it to a velvet smooth 
nee ee Bt wes only 84¢ of each $100 that sae og peg gad aggers f ro 
ec-nsumers had to spend in 1959, down from $1.24 needed. * Packed twelve 1-lb. cans or six 
ten years ago. These figures are strictly from Te ae eee ia th ba, hota. aeomn tae 
hardware stores and on hardware items. oe Re sc ypaena Order from your jobber. 


; : : The PLASTIC Repair Material 
THE HARRIS FAIR TRADE bill is expected to be in- in POWDER Form 
troduced shortly in Congress. It was previously 
reported favorably by the House Interstate and Circle Ne. 98 on Handy Cover Card 
Foreign Commerce Committee. The Harris bill is 
a true national fair trade bill and rough going 
is expected in both the House and Senate. Con- 


tacting your representatives and senators is sug- 12-PAGE 


gested, if you approve this bill. 








WHILE NO SURPRISE, SHAPLEIGH's decision to go out of TRUSS 
the hardware business saddened old-timers. The 
St. Louis firm was 117 years old and had actually REPRINT 
been reducing inventory for many months. Still 
another wholesale firm--Buhl Sons Co., Detroit, 
came under the control of Hibbard, Spencer, 
Bartlett & Co., Evanston, Ill. wholesaler. Hard- : 
ware Wholesalers, Inc., Ft. Wayne, hardware- of truss fabrication for residen- 
lumber dealer co-op is now building a fourth ad- tial construction. 
dition, 52,000 sq. ft. to their warehouse. 
Sales for 1959 ran 407: ahead of 1958, Don Wolf, Titled “Truss Making Makes 


sales manager reported 


Now available is a special 12- 


page reprint discussing all phases 


Sense,” this reprint is the most 


PROVINCIAL-STYLED BUILDERS HARDWARE seemed to Complete, most up-to-date 700 of 
draw most of the builder traffic at last month's reporting available on the sub- 
NAHB convention in Chicago. During the show some ject. 
manufacturers moved up forward their Provincial- 


styled line to capture obvious builder preference. Single copies 25¢ 


Also noted was a somewhat better attitude among 
builders on paying more for their hardware. 
Obviously complaints have been growing about QUANTITY “PRICES ON REQUEST 
cheap hardware on today's new homes. If 1960 
becomes a year for up-grading hardware it will AMERICAN LUMBERMAN 
reverse a trend for price goods, which began 
shortly after World War II. Many in the trade 59 E. Monroe St., 
feel that the growing popularity of the door 
component, a pre-hung door plus attached hardware, 
will also improve the quality picture. 


Remittance must accompany order 


Chicago 3, IIl. 
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NEW 8010 


Construction Level- 
Transit with fiber- 
glass carrying case 
and European-style 
tripod $99.50 retail 


Now you can offer the building trades a quality package of 
the finest level-transit, the finest carrying case and the finest 
type of tripod for the low price of $99.50! 

The 8010 level-transit features aluminum alloy construc- 
tion combining strength and light weight in the sturdy new 
standard and base. There’s a new aluminum horizontal circle 
for easier reading, and a new smooth finish for dirt resistance 
and easier cleaning. Rack-and-gear internal focusing with 
either hand, built-in sunshade, positive lever lock bar, un 
matched David White 12-power optical system with sharp 
focus over the entire field at all distances are added features 
for greater precision, easier handling, longer service. 


NEW 8027 


Construction Level, with fiberglass The new, fiberglass carrying-case combines light weight 
carrying-case and new heavy white with shock resistance and gives perfect protection from jars, 
ash tripod. ...... $54.50 retail | bumps, dust and water. The instrument fastens securely to 


the base with no pressure on the ’scope. 
NEW 9022 TRIPOD 
European style, wide-frame legs for 
greater strength and stability 
$19.95 retail Here’s versatility that pays dividends in time and labor 
savings day after day. Stock and sell these new sales-winners 


DAV I D from David White. Write for catalog and dealer prices. 


' 


The new tripod for the level-transit is more rugged and 
sturdy with its European type wide frame. 


makers fine optical equipment for over years 
2051 ceceh 19th Street, Milwaukee 5, wet euike 
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Dexter’s New Replacement Lockit 


Introduced at the recent NAHB Show in Chicago, Dexter's 
new Lockit Replacement Kit offers a fast and easy way to 
give older homes a modern look. In a matter of minutes, you 
can replace an old mortise type lock with the new Dexter 
Lockit, explains advertising manager Paul H. Grevengoed 
(right) to distributor Elmer Seifried (Center), Seco Sales and 
Supply, Aurora, Hl., as manufacturer's representative Jim 
Busch looks on. 

The Lockit consists of two escutcheons, faceplate ex 
tensions and strike plate which fit any Dexlock set and can 
also be used in conjunction with any locksets having roses 
23%” to 2-9/16” in diameter, says maker. Escutcheons, face 
plate and strike plate are large enough to cover marks left 
by mortise lock 

Market data. Lockits are offered in Brite Brass, Dull Bronze 
and Brite Chrome finishes to match or contrast with the 
Dexter lock you choose. Available now from distributors or 
direct from maker, Lockit is an ideal item for both consumer 
and contractor sales. It is individually packaged, 10 Lockits 
to a display carton. Dealer sales aids include literature and 
point-of-purchase display. Dexter Lock Div., Dexter Industries, 
Inc., Dept. AL, 1601 Madison Ave., S.E., Grand Rapids 2, 
Mich. 
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Ajax Announces a Mono-Rail Drawer Slide 


Big attention-getter at the recent 
NAHB Show in Chicago was a new 
Mono-Rail drawer slide shown in dia- 
gram at right. Builder A. D. Martinelli 
(far left), Martinelli Construction, Inc., 
New Philadelphia, Ohio, was _photo- 
graphed while learning advantages of the 
new drawer slide from the maker’s di 
rector of marketing Berny Schwartz. 

All parts, including the single guide 
rail, are made of heavy gauge steel and 
zinc-plated for corrosion resistance. The 
slide is easily installed since alignment 
problems are solved by the basic design 
of the assembly itself, says maker. Rail 
fits any length or width drawer and sup- 
ports a 30 to 50-pound load, it is said. 

Market data. Suggested retail price of 
the Ajax Mono-Rail is $1.22. Offering a 
dealer discount of 333%, it is available 
now from 2,500 distributors. It is packed 
in individual sets, 20 sets per shipping 
case, and in a bulk pack, 50 sets per 
shipping case. A dealer need buy as little 
as a basic package of 20 drawer slides. 
Sales aids include a working demonstra- 
tor, catalog sheets and installation in- 
structions. Ajax Hardware Corp., Dept. 

For more facts, use AL, 825 South Ajax Ave., City of In- 
hand back cover dustry, Calif. 
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coupon. 
(For more new products, see page 82) 
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That's what Minnesota Paint Dealers sold users of Minnesota's 


FREE “Feuouakized COLOR PLANNING SERVICE 
==] 
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£90000 ee j 
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Customers like it.. dealers are profiting by it. That’s 
the story on Minnesota Paints’ Color Studio, the per- 
sonalized color planning service that you, as a Minne- 
sota Paint Dealer, can offer to your customers free 
of charge. 

Minnesota Paints’ staff of professional color consult- 
ants will plan color specifications to fit your customers’ 
individual needs. They will prepare a personalized Color 


Studio folder for you to give your customer containing 
actual paint samples and color suggestions for carpet- 
ing, tiling, draperies, upholstering and other accessories 
No other paint manufacturer offers a color service so 
complete and individual. 


Customer reaction to Color Studio recommendations 
is quoted by all dealers as “‘excellent.’’ Customer pur 
chases as a direct result of Color Studio recommenda 
tions range from primers and varnish to complete orders 
for interior and exterior finishes for newly completed 
or remodeled homes. Individual orders as a direct result 
of Color Studio recommendations run as high as $800.00 

for a school) and the average sale is $47.00 worth of 
Minnesota Paint products to users of Minnesota’s free 
Color Studio. 

If you are interested in making use of this compre 
hensive color planning service to increase paint sales 
and profits in your store, mail the coupon. 


MINNESOTA PAINTS, INC. 
1101 -3rd St. South * Minneapolis 15, Minnesota 


Please send me complete information and samples of the free personali 
Color Studio service offered through Minnesota Paint dealers 


NAME 


ADDRESS 


Minnesota 


PAINTS 
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YES 


IF YOU STOCK 7 
>) Pe) 


* 


YOU should 
stock the 


DIRECT- 

TO-DEALER 

GOLDBLATT 
LINE! 


Take this check-list test! If 
you can identify 7 or more 
of these tools as items you 
carry in your regular stock— 
then your store is a tool 
center for professional men 
in the building field! And 
such Dealers must stock and 
sell Goldblatt Tools, the 
preferred trowel-trades line 
since 1885. If you do not 
get the Goldblatt Dealer 
Catalog, write for your Free 
copy today! We'll send it 
out at once! 


—o AREAS, 


tyr 

Rn NOW 
SELLS THROUGH 
KEY JOBBERS! 


We have appointed stock- 
carrying swift-servicing Job- 
bers on both coasts. Other 
Jobber appointments are 
pending. Write for the name 
of the Jobber nearest to 


your store. 


JOBBERS: Write us if you 
are interested in the Gold- 
blatt Tool line for your area. 


1930 WALNUT STREET 
KANSAS CITY 41, MO. 
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HARDWARE BUSINESS 





NEW PRODUCTS 


(begins on page 80) 





Roof Coating 


A new aluminum roof 
coating reflects back more 
than 70% of the sun’s rays 
and becomes brighter with 
the passing of time, maker 
says. Primarily a_ coating 
for renovating old composi 
tion roofs, it covers cracks 
and small holes and revital 
izes and protects the dried 
out felt base, it is said. The 
asphalt-based aluminum 
coating is available either 
fibrated or unfibrated in 5 
gallon cans. It also will be 
offered in l-gallon cans to 
meet homeowners’ needs 
Barrett Div., Allied Chem 
cal Corp., Dept. AL, 40 Rec 
tor St.. New York 6, N. ¥ 


» No. 205 on Handy Cover Card 


Instant Fire Alarm 

An instant siren fire 
alarm no larger than a flash 
light is made of aluminum 
supplied by Alcoa and hangs 
by a nail on any wall 
Called the Lifeguard Alarm 
it is powered by two ordi 
nary flashlight batteries and 
contains a screaming siren 
that carries for 1/5th of a 
mile. Only 135 
required to trip the siren al 
lowing occupants of a home 
ample time for escape. Aran 
dell Products Co., Dept. Al 
3915 Powelton Ave., Phila 
delphia, Penna. 
Circle No. 207 on Handy Cover Card 


of heat are 


Recessed Door Pulls 


New recessed door pulls 
for gliding and folding doors 
combine beauty with speed, 
ease and neatness of installa 
tion. They may be installed 
in seconds with one quick 
tap on each “tap in” lance 
tab, says maker. The one 
piece, self-contained unit 
eliminates 
screwhead 
homemaker’s 
gloves. The pulls are avail 
able in solid brass 1n_ five 
finishes, in aluminum in 
three finishes and tn oval 
round or rectangular style 
Kennatrack Corp., Dept Al 
P. O. Box 677, Elkhart, Ind 


screw-slot or 
snagging ot i 
dustcloth Ol 


( e? 4 » Handy Cove 


A New Weatherstrip 


New weatherstripping con 
sists of an adjustable alum 
inum strip and a tough viny! 
insert with four soft ridges 
that mold themselves to the 
door. It is ideal for use on 
interior or exterior doors to 
close out dust, drafts, leaks 
light and noises, says maker 
The strip is offered in 
standard pack with = each 
length already mitered on 
one end. It is merely cut to 
size and screwed to door 
Pemko Mfg. Co., Dept. Al 
5755 Landregan St., Emery 
ville, Calif 
Circle No. 208 on Handy Cover Card 


(continued on page 89) 
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Just try to find O’BRIEN’s equal in 
DEALER SUPPORT! 


The more support a manufacturer gives his dealers, the more those 
dealers profit. Are you getting a maximum share of the top-quality 
paint business in your community? You can, with O’Brien. 


O’Brien sells only to independent retailers...and \ 
s ‘ t 
our success is based on helping you to prosper. Wf 


wt 


You know, and your customers know, that O’Brien means 
unexcelled quality. This reputation attracts quality business, repeat 
business, loyal business...the kind of business that builds profits. 


Every O’Brien retailer is backed to the hilt with sales-getting 
helps of every description...from color albums and loose chip 
displays to point-of-purchase material and co-op advertising. 

A truly “‘personalized”’ service that pays off plenty. 


No other paint manufacturer P) p Full-line O’Brien dealers are 
can match the range and depth cow a, winning the battle of cut-price 
of beauty offered in O’Brien’s iP competition. We can help you, too, 


“Symphonic Colors.” _ in fighting this serious problem. 
= 


If you’re not in the O’ Brien family, 
find out about O’ Brien’s ‘‘one for all and all for one’’ policy. 
This coupon will turn the trick! 


The O'Brien Corporation, South Bend 21, Ind., Dept. AL 


AEX. / : 
? _— ‘ —— ; Please send information on O'BRIEN'S independent 
he cae P dealer franchise plan 
NN y' 


Please send booklet on “A Solution to The Problem of 


PA I N T os - — Cut-Price Competition.’ 


NAME 





ADDRESS 





THE O'BRIEN CORPORATION, SOUTH BEND 21, INDIANA 
Baltimore « Oklahoma City « San Francisco « Los Angeles 
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ACOUSTICAL 
TILES 


More and more homeowners are 
demanding ceilings that absorb 
unwanted sound...and that add 
pleasing decoration at the same 
time. For 1960, Nu-Wood 
Micro-Perf” process acoustical 
tile puts you in a top profit 'posi- 
tion to capitalize on this basic 
trend with four all-new deco- 


rative patterns! 


Plug 


These popular 


Vie 


i\} \/\/] : 
NUWOOR 
TILES 

for the 

most complete 
DEALER 

TILE LINE: 


ow...ceiling beauty 


NE Wnu-wood starburst pattern 


acoustical tile puts stars in 
ee buyers’ eyes and on the 
nS ceiling. Scattered stars in gold 
and mauve add a sparkling 
touch. (Pattern S-3) 


*K 






NEW 
New cross sticks pattern 
Nu-Wood acoustical tile is 
gay and charming, especially in 
contemporary rooms. 

(Pattern B-1) 





Random A Nu-Wood acous- 
tical tile that creates an ‘‘at 
leisure’ atmosphere. Random 
drilling of varied-size holes 
provides casual pattern. 


Constellation Distinctive yet 
unobtrusive pattern made by 
tiny perforations. An outstand- 
ing Nu-Wood acoustical tile. 


Reg 
util 
Nu- 











for every room of the house 


/ ee : NEWnu-wood shadow-cube 


pattern acoustical tile 

blends with any 

\ decorative scheme, 
‘Si formal or informal. 
; \ (Pattern D-2) 
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NEW 


The rich, gold fissured 
pattern of this Nu-Wood 
acoustical tile offers rare 
beauty while hiding thousands 
of micrometer-sized 
perforations. (Pattern G-4) 





NON-ACOUSTICAL Nooooa TILE 


. where noise control is not a problem 


Decorator—This Nu-Wood 
tile has a simulated fissure 
design that gives a high-fashion 
look to ceilings. Comes in gray, 
beige or gold tones. 


Sta-Lite’—A Nu-Wood tile 
with a plain white surface 
designed to prevent glare. 














Regular—Ideal for hobby and 
utility-type rooms. This 
Nu-Wood acoustical tile has 
regular pattern of drilled holes. 








NU-WOOD 


"Name the tile” 


DEALER 
CONTEST 


NU-WOOD "Name-the-Tile" Dealer Contest Rules 


1. Con 


test is open to any Nu-Wood dealer (and employees) 


purchasing a minimum of 50 cartons of Nu-Wood tile. Thirty 


cartons must be the new-style tiles, in any combination. 


2. Two sets of entry blanks will be supplied to the Nu- Wood dealer 
(by Wood Conversion Nu-Wood tile jobber) for each minimum 


quantity purchased. Additional sets will be given for every 


multiple of the minimum quantity. No amounts of less than 50 


cartons will qualify 


3. The Nu-Wood dealer can distribute the entry blanks as he 


chooses among his employees. All entries must be on an official 


entry blank 


4. There are four separate entry blanks in each set, one blank for 


each of the Nu-Wood tiles. Contestants must submit names for 


tiles on the particular blank provided for the tile; only one 


name can be submitted on each blank 


5. All 


names submitted become the property of Wood Conversion 


Company and may or may not be used now or in the future 


at the discretion of the company 


6. The 


contest will be divided into three periods as follows 


January 15 to February 29 
March 1 to April 15 
April 16 to May 31 


7. Entries for each period must be postmarked nc ater than 


midnight of the last day of the period and must be received 


in 


Chicago within five days after the close of the period 


8. In order to break any tie, entrants will be required to submit 


25 


words or less on why they selected the particular name 


they chose 


9. Winners may be checked to verify conformity to all regulations 


10. All 


judging will be done by R. L. Polk & Co. Entries will be 


judged on the basis of sincerity, aptness and originality of 


thought. Decision of the judges will be fina 


DEALER TILE-NAMING CONTEST PRIZES 


1. There will be a rand Prize" in each of the three periods 
consisting of a orvair automobile 

2. There will be 25 additional prizes in each of the three periods 
consisting of a Motorola portable, transistor-type radio 


Nu-Wood 


ACOUSTICAL TILE 
WOOD CONVERSION COMPANY 


120-20, First National Bank Bldg., St. Pau Mir 


Nu-Wood Balsam-Wool 
BUILDING PRODUCTS é 











dealers 


Name these four new 
Nu-Wood acoustical tiles— 


78 BIG PRIZES 




















Yes, in each of three pe, iods, from Jan. 15 to May 31, some 
cky dealer will win a Chevrolet Corvair—America’s first 
mpact rear-engine car! In each of the three periods, 

jealers will win 25 Movtorola transistor radios. 

Enter as many times as you wish—eight chances with 
every 50-carton order of Nu-Wood tile you buy. Contest is 
nited to dealers who stock Nu-Wood acoustical tile, and 


heir salesmen 


YOU'LL WANT TO 
SEE THE COMPLETE 
CONTEST RULES PRINTED ON 
THE BACK OF THIS PAGE 
—YOU CAN BEA 
WINNER! 








The vast new housing of the nation is populated with 


families who need to buy 


Trinity White! 





Trinity White has been advertised continuously since 1941. 
Regular advertising appears in the leading architectural 
magazines and those read by masons, plasterers, contractors 
and other segments of the building trade. 


Along with the zooming sales of boats, barbecue equipment and sport 
clothing, the sale of Trinity White portland cement has doubled and re- 
doubled in the last few years. The list of items at the right shows why. 

Small-ticket sales of Trinity White have skyrocketed as new 
homes have sprouted. Here are homes by the million headed by 


rugged, strong young men who are anxious to build and improve for 


their families’ enjoyment. And a population “explosion”? scheduled 
for the 1960's with the war-baby crop at the family-formation age! 
And the big-ticket sales to contractors and tonnage buyers mounts 
year by year. Last year Trinity White was used on many of the 
country’s most publicized and spectacular structures. 
White cement is no longer a “specialty item.” It is in regular 
and growing demand. For haste *r information, write Trinity White De- 


partment, General Portland Cement Co., 111 W. Monroe St., Chicago 3. 


fide reerry 
pin Wa whit coment Er Br 


A product of GENERAL PORTLAND CEMENT COMPANY 





Chicago . Chattanooga . Dallas * Fort Worth . Houston 
Fredonia . Jackson (Mich.) . Tampa ° Miami . Los Angeles 
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...- A number of small-ticket sales 
like these make for steady 
and satisfactory profits 


STEPPING A cinch to make. And do they dress up the 


ST ES place! Householders have several styles to 





choose from—angular or irregular shapes; 
use wood or turf as form. 
Gives a deael point to yard or garden. 
GARDEN 
Raise aquatic plants, fish; attract birds. Very 
POOLS popular. A do-it-yourself project that will 
interest many families. 








Suggest a straight or curved bench. Other 








eeteyrtageg attractive yard items that will move Trinity 

SEATS White stock are birdbaths, sundials, ower 
boxes. 

DECORATIVE Beautiful garden walls and decorative 


screens can be built with units made of 
Trinity White. One sells others. Trinity is a 
true portlcnd cement. 











White steps are attractive to the eye. Easily 


seen at night because of high light-reflec- 


EASY-TO-BUILD 
tion. Your cement contractors will create new 


_ STEPS — work with Trinity White. 


FOR OUTDOOR LIVING Vow dasiiiy trade can build themselves won- 


Pp Ti S derful patios for entertaining, barbecueing 














and summertime enjoyment. Where color is 
BEST FOR SETTING 


desired, Trinity tints beautifully. 


Your building contractor trade who hove 
ceramic tile to set need a prepored tile 
grout made of Trinity White. 








GAME Shuffle board courts are within the ability 


of most home owners. Use Trinity White 
COURTS eis. 


... A few big-ticket sales like these 
provide substantial profits 


The best floor money can buy. For all 











TERRAZZO public buildings. Experienced Terrazzo 

FLO o R ha contractors can install anideal floor for family 
room, kitchens, baths, etc. 

Here is a market—both public and residen- 

POOLS FOR tial—that has been growing remarkably 

SWIM fast. Trinity White advertises regularly to 
swieeming pool contractors. 

CURTAIN Curtain walls and facing panels made with 


Trinity White are both decorative and func- 
tional for new construction or remodeling— 
large and small. 


_ WALLS” 


PORTLAND CEMENT 


STUCCO 





While Trinity recommends the use of a pre- 
pared “stucco mix” wherever possible, you 
will still get calls from contractors wishing to 
mix their own. 





SAFETY Trinity White's light reflection is useful in 


IT gE w S traffic control, including light-reflecting curbs, 


dividers, barriers, markers, and similar items, 
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HARDWARE BUSINESS 





NEW PRODUCTS 


(begins on page 80) 





Announces a Fired Copper Rose 
and a New Wallboard Cleat 
Irwin M. Towers, advertising and sales 
promotion manager, was photographed 
above while describing his firm’s new 
Fired Copper Roses and new Wallboard 
Cleats to convention-goers at the recent 


NAHB Show in Chicago. 

For use with %” and 12” dry wall, the 
new cleat can save builders up to $15 
per house, says maker. It eliminates both 
the need for non-structural studs or nail- 
ing strips and labor costs for cutting, 
fitting and nailing strips in interior cor- 
ners of rooms, closets and ceilings, maker 
states. 

Market data. Price of the cleats to 
dealers is 5¢ each; usual retail markup 
on cost is 40%. Available 400 to a box, 
1,600 to a case, 4,000 to a barrel in the 
northeast now and to other areas as soon 
as production permits. The cleats are 
primarily items for contractor sale only. 
Dealer sales aids include literature, which 
is available. 

The Fired Copper Roses will be avail- 
able this spring in four different colors. 
Measuring 534” in diameter, the colorful 
roses are especially designed for 5” back- 
set locks. Sargent and Co., Dept. AL, 
40 Water St., New Haven 9, Conn. 

Circle No. 209 on Handy Cover Card 


Do-It-Yourself Workshop Kit 

A new home workshop kit consists of 
36 assorted self-locking perforated board 
fixtures plus the necessary mounting 
spacers and screws. The carry-out kit, 
known as the K-36L, is designed to serve 
as a starter for an orderly arrangement of 
household tools above the workbench. 
Ihe fixtures also may be used for storing 
many other items throughout the home. 

Market data. List price is $2.70 per kit. 
fen kits are packed in a red and black 
shipping carton which opens up into an 
attractive counter display. A two-color 


catalog sheet including illustrations of all 
the fixtures may be obtained by writing 
to Turnbuckles, Inc., Dept. AL, Box 333, 
Michigan City, Ind. 
Circle No. 210 on Handy Cover Card 
(continued on next page) 
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Ah-h-hh. . Something New Again 
Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 
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NEW PRODUCTS 


(begins on page 80) 





OPEN THE DOOR TO 
| ANEW WORLD OF 


Develops a Golden Closet Rod 

Builder Richard Slaff, Bomar Builders 
& Developers, Inc., Garfield, N. J., ad- 
mires new Golden Closet Rod shown to 
him by manufacturer’s representative 
D. De Sousa (far left) during the recent 
NAHB Show in Chicago 

The new closet rod is easily installed 
in any type of closet and includes car- 
riers which “snap” into the track in an 


instant (see photo, below) so that ad- 
ditional carriers may be added. The Grant 
Closet Rod is gold anodized aluminum 
with carriers of black nylon and it is 
available in nine standard closet sizes 
from 3’ to 8’. Extra “snap-in” car- 
riers are available and may be purchased 
12 to a package. 

Market data. The Closet rod may be 
purchased in complete packages includ- 
ing rod, track, carriers, end brackets, 
center supports and screws as well as in 
an economy Econo-Pak package with 
track and parts packed in bulk. Avail- 
able now from distributors, it is an ideal 
item for both consumer and contractor 
sales. A dealer may buy as little as one 
closet rod. It has a retail price range 
of $5.34 to $12, depending on length of 
rod. Dealer sales aids include literature 
available now and displays, which will 
be available March 15. Grant Pulley & 
Hardware Corp., Dept. AL, High St., 
West Nyack, N. ¥ 


Circle No. 211 on Handy Cover Card 
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Announces ‘‘4 Tools in 1”’ 

A new and efficient tool actually is 
“4 Tools in 1”. It’s a strong magnetic 
Stud Finder and Magnifying Lense on 
one side and a Magnetic Compass and 
Plumb Bob when turned around. The 
tool is ideal for use by homemakers in 
locating wall studs for hanging pictures 
and mirrors or shelves or locating pins 
or other metallic objects on rugs, in auto 
tires, hanging wallpaper or magnifying 
small objects. 

Market data. Made of a new impact 
styrene, “4 Tools in 1” is only 3%” long. 
It retails for 89¢ and is an ideal item for 
both consumer and contractor sales. 
Dealer sales aids include a catalog sheet, 
which may be obtained by writing to 
Remington Hardware Co., Dept. AL, 100 
Greenwich St., New York 6, N. Y. 

Circle No. 212 on Handy Cover Card 
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B&D’s passing along success stories like this... 


90 


to sell more Saws to builders, carpenters, home craftsmen! 
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Two New Belt Sanders 


Millers Falls Co. an- Symbol of 


nounces two all-new heavy- 
duty belt sanders especially . 
designed for sale to both fine homes 
do-it-yourselfers and con 
tractors. Model No. 830 uses 
a 3” x 21” belt, has a % 
hp motor and retails for 
$74.50. Model No. 840 pe: 
mits flush sanding right up 
to vertical surfaces. It is 
~~ powered by a 1 hp motor 


.« and uses a 4” x 21” belt. It 


4 
2 has a suggested retail price 
tA i of $84.50. Millers Falls Co., 
ts Dept. AL, 57 Wells, Green 


field, Mass 
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Modern Provincial Cabinet Hardware Line Introduced 


Big crowd-puller at the recent NAHB Show in Chicago was 40 the line will be available the first week of April 
a new line of Modern Provincial Cabinet Hardware especially hardware and building material wholesalers. Minimum 
developed for kitchen use. 

Pulls and knobs in the new provincial pattern in Antique Amerock vice-president Folke Engs 
Silver, Antique English or Antique Copper finishes will retail together with a small starting stock having a resale val 
for 49¢ each; 59¢ each in an Ivory Gold finish. Semi-concealed $17.70 at a cost of $11.70. A more complete starting 
hinges in the new pattern for %” lip doors or *4” flush doors with a retail value of $7 lisp] 
in Antique Silver, Antique English or Antique Copper finishes to dealers for $44.28. Catalog pages may be obtained 
will retail for 79¢ a pair; 89¢ a pair in an Ivory Gold finish. to Amerock Corporation, Dept 

Market data. All items are individually packaged, complete ford, Ill 
with screws, in Amerock’s Clear-Vue package for glass binning 
or perforated hardboard display. Offering a dealer discount of 


investment for a dealer includes display No. 516, 
trom in photograph abe 


3.80 plus e display also is availa 


(continued on next page) 





Service-type promotion talks 
builder-carpenter language! 


For the first time in saw selling, Black & Decker 

is going after the building trades with advertising 

that really talks their language. That means 

you'll get stronger name-sell on Black & Decker 

Saws, more traffic for your store. And we’re tell- 

ing your homeowner customers why the Saw ; 

chosen by top projects is their best choice, too! TOTAL OF 16 ADS IN THESE MAGAZINES 
THIS SPRING! 


Remember: B&D gives you Saws for every purse 

“s ‘ VAG yu 
and purpose . .. Six models from 674 to 9% i 4 iil el ii cea 
blade diam. ... from $49.95 retail. And don’t * Cay a builds profitable repeat 


business in saw blades 


miss the profit opportunities in fast-selling 
B&D-Built Kro-Bide Saw Blades! 


and accessories. Selection 
of most popular blades fit 
any saw with 5” arbor. 


CACE vour BLACK & DECKER @ ee eee || (Colorful “see-thru” pack- 


/ aging. Free display stand. 
WHOLESALER Glow Plus 2 free bonus blades! 
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is offered in entrance locks and all in- 
terior sets. It is available in_ brass, 


HARDWARE BUSINESS bronze, chrome or striking multiple- 
finish combinations 

Market data. Offering a retail markup 
on cost of 3343%, The Beverly now is 
available from distributors. It is individ 
: fe ‘ ually packaged and there is no minimum 
NEW PRODI CTS dollar investment for a dealer. It is an 
ideal item for both consumer and con 
tractor sales. Dealer sales aids include Friction-Reducing Nylon Tape 
catalog sheets and envelope stuffers P 
Weiser Company, Dept. Al "South Gate, for Cabinet Drawers 
Calif. 

Circle No. 215 on Handy Cover Card 





(begins on page 80) 





Called Nyl-O-Tape, a new self-adher- 
ing nylon tape adheres to any wood, 
metal, plaster, plastic and other surfaces 
simply by application of a slight amount 
of pressure. Since Nyl-O-Tape is self- 
lubricating, it eliminates the need for 
other friction-reducing devices where 
smooth, easy sliding operation is re 
quired, says maker. The user simply re- 
moves the paper backing from the Nyl- 
O-Tape (left, above) and presses it into 
place (right, above) 

: In the case of a drawer, the tape could 
¢ ae be applied to the cabinet in which the 
) drawer slides, says maker. Once applied, 
Nyl-O-Tape holds firmly and under most 

fs a conditions permanently, it is said. 
Market data. Nyl-O-Tape is available 
The Beverly Is Introduced = ogee agg re uae iW and 

Weiser Locks’ advertising manager . 1” widths. Other widths may be obtained 
J. F. Twitchell was photographed above Fastest Dealer Service on special order. A sample of Nyl-O- 
while introducing The Beverly Line for Tape and literature may be obtained by 
the first time to show-goers at the re- Special arrangements will speed your writing to Hardware Designers, Inc., 
cent NAHB Convention in Chicago inquiry to the manufacturers. See the Dept. AL, P. O. Box, South Hackensack, 

Featuring “armored-knob”  construc- back cover for the first really conven- N. J. 
tion, the new residential hardware design ient card for one-stop shopping. Circle No. 216 on Handy Cover Card 











Bet you didn’t know B&D 
Routers are so versatile 


.--and so easy to use! 
Famous name in power, 


finest handling router! 


— © Bcks Deke. pees | Bloch’ Decker 


“ 














B&D Router advertising sells versatility ... pushes Router Kits, woodworking 
and easy handling to the amateur... line with professional prospects! 
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RENTAL SPECIAL 


An Upholstery Cleaner that Shampoos and Vacuums 


The new model 75 Clarke Up- fi Si or © 
holstery Shampooer-Vac com- im 
bines shampooing and vacuuming 
in one compact, easy-to-use unit 
It is especially designed for rental 
to the do-it-yourselfer for use on 
upholstered furniture, carpeting 
and automobile interiors 

The Upholstery Shampooer-Vac 
Garden Tool Set weighs only 38 pounds. It can 
easily be carried by anyone from 
store to car. It is equipped with a 
30’ cable, permitting a wide range 
of operation. Constant, uniform 
pressure insures a steady flow of 
aerated cleaning foam _ instantly 
controlled at the brush handle. 
After the brush shampoos and 
raises the dirt into the foam, both 
foam and dirt are picked up by the 
vacuum, maker announces 


A new, boxed Green 
Thumb Garden Set includes 
four of the most popular 
small tools: a regular trowel, 
transplanting trowel, lawn 
weeder and claw cultivator. 
Each tool has a_ lustre 
chromed head and a green 
cushion-grip handle of vinyl 
plastic. The trowels are of- 
fered in a drop shank pattern 
as shown in_ photograph The unit is furnished with a 
above. Suggested retail price wire basket for easy transportation 
of the garden set is $4.59, of hoses, brush head, vacuum hose Clarke Floor Machine Co., Dept 
slightly higher in west. Un and shampoo. New merchandising AL, 30 E. Clay Ave., Muskegon 
ion Fork & Hoe Co., Dept aids are available to dealers Mich 
AL, 500 Dublin Ave., Co Circle Mo. 218 on Handy Cove 
lumbus 15, Ohio 
Circle No. 217 on Handy Cover Card 
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Big, untapped market in Routers 
... untapped profits in accessories! 


How many home craftsmen customers do you 
know who shy away from a Router . . . because 
they don’t really understand its versatility ... or 
because they’re not sure they can operate it? 


Black & Decker’s doing something about this 
sales block this year . . . opening up an untapped ‘ : 
profit opportunity for you in Routers and good- TOTAL OF 9 ADS IN THESE MAGAZINES THIS SPRING! 
ticket Router accessories. And we’re hitting the 
professional market, too, with the facts on B&D’s Full-Color B&D Router 
, a Display FREE! 
pioneer power developments and exclusive han- = T tlicht B&D Rout 
F . , oO spot-ligh out- 
dling features . . . along with Router and Planer REI as ai as up your wera 


Kits and other woodworking tools. put up this colorful, easel- 
ed display piece. Die-cut 
pockets for Router Manu- 


CACC YOUR BLACK & DECKER SS Brrr 
/ ee aed 7% "high by 14” wide. Free 
WHOLESALER “Aw, seco to all B&D dealers! 
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HARDWARE BUSINESS 





NEW PRODUCTS 


(begins on page 80) 





Magic Plastic Patch Announced 
A new liquid cement for repairing all 
types of vinyl plastic products is avail- 
able. Known as Magic Plastic Patch, it 
repairs tears and leaks in inflatable toys, 
wading pools, air cushions, shower cur- 
tains, raincoats, boots, seat covers and 


other vinyl plastic products. It also is 
suitable for use as a household cement 
in mending china, wood, paper and leath 
er, says maker 

Market data. Furnished with an ap- 
plicator-spreader cap, Magic Plastic 
Patch is flexible, transparent and water- 
proof, says maker. It is bubble-packed on 
prepriced cards punched for perforated 
hardboard display. Retail price is listed 
as 39¢. A standard dealer pack contains 
one dozen cards. Magic Iron Cement Co., 
Dept. AL, 5403 Bower Ave., Cleveland 
27, Ohio 

Circle No. 219 on Handy Cover Card 





One-Stop Shopping in a Hurry 
—See Card on the Back Cover 

















NU-HOME 


Here, for the first time, a siding de- 
veloped specifically to boost your 
sales to builders of new homes... 
and increase their confidence in your 
company. Nu-Home Aluminum Sid- 
ing does both. Builders save on ma- 
terials and labor, eliminate painting 
time and lost time due to weather! 
Home owners are happier with Nu- 
Home’s beauty and years of freedom 
from maintenance and painting costs. 
And you can stand behind every de- 
livery with a Hastings 10-year fac- 


tory warranty against chipping, peel- 
ing and crazing. Get the complete 
story without cost or obligation. Mail 
the handy coupon today! 


MB Panels bonderized and vinyl-coated front and 
back 


Min white and 6 paste! colors 
Mi Meets FHA standards 


HASTINGS 


ALUMINUM PRODUCTS, INC. 
Hastings, Michigan 


HASTINGS ALUMINUM PRODUCTS, INC., Dept. 58, Hastings, Mich. 


(Ofeyaste)(-3¢-mel-3¢-1iL-mielg 
the cost of a stamp! 
Get the whole 

inte bt lelaal-m ol gelei elon ar-lale| ADDRESS. 
profit story. Mail this city___ 
fore] ey olelammcelel- hz 


a es ec a ee ae ee ee oe oe 
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NAME 


Please rush me additional information on Nu-Home Alumi- 
num Siding 


ee licvicsiincrinane 





Peabody Dragon Escutcheon 


Mrs. Gibson, wife of lumber dealer 
David E. Gibson, Gibson Lumber Co., 
Albuquerque, N. M., admires new Pea 
body Dragon Escutcheon introduced at 
the recent NAHB Show in Chicago. 

Hand-fashioned to match any finish 
and for use on exterior front doors, it 
measures 6%” x 10%”. It also may be 
made to operate with any Schlage lock 

Market data. Suggested retail price of 
the B-790 shown in photograph above 
is $50; retail markup on cost is 50% 
Available now from. distributors, the 
escutcheon is individually packaged. It 
is an ideal item for both consumer and 
contractor sales. There is no minimum 
dollar investment required by a dealer 
He may buy as little as one escutcheon 
Dealer sales aids will be available in the 
near future, maker states. The Peabody 
Co., Sub. of Schlage Lock Co., Dept. Al 
5816 Hooper Ave., Los Angeles 11 
Calif 


Circle No. 220 on Handy Cover Card 


Woodworking Tool 


A home craftsman or a 
carpenter will find the new 
Squangle tool handy to use 
It is marked for adjustments 
from 45° to 90° plus com 
mon rafter scale and door o1 
window sill degree setting 
The unit is compact with a 
blade 12” long and arms 
84%” long. Its two built-in 
level bubbles virtually make 
it two squares and two lev 
els in one handy, lightweight 
aluminum tool. Squangle 
Corp., Dept. AL, Lynnwood 
Wash 
Circle No. 221 


on Handy Cover Card 
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Mr. Dealer: 


Here are AA big reasons why you'll increase 
your hardware sales‘ CxS me ry Sify with MEDALIST. 
/St...new NATIONAL LOCKsets I | and shining 


MEDALIST CZ 5 ~ cabinet hardware creations 
wid 


offer the finest MO ever. ~/N7... you'll enjoy 
| 
‘Direct-to-Dealer” prices {i and ‘Direct-to-Dealer” 


>, 
ar IS a [ay service from conveniently located ware- 





houses. 2 fdevnew, more effective )/M locals 
full-color hand-out folders, | 


\e _-(“HaRMony 1 IN HARDWARE” brochure and 


richly- finished RD we i Pee hardware display 


Ath I} MEDALIST ads 


7 in in all major consumer “shelver” 
magazines, to build year-round demand. Become a 


MEDALIST dealer today and reap the benefits of 
L 
up-to-date distribution. : 


4 
*, 
MEDALIST HARDWARE DIVISION 
@ ROCKFORD, ILLINOIS 
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Drywall Construction Paint at the recent one quart of water te one gallon of 
NAHB Show in Chicago. paint. It will be available nationally by 
HARDWARE BUSINESS Only a one-spray application of it is the end of 1960 and will be offered in 
needed on taped drywall construction or both one and five-gallon kits. A range of 
other rough interior surface, says maker six or eight pastel colors is planned. It 
Even a do-it-yourselfer using a _ rental is an ideal item for both consumer and 
spray outfit may easily apply the coat- contractor sales. Dealer sales aids in- 
sae eae ing. Cleanup is easy and accomplished clude literature, a color card and a pro- 
NEW PRODUCTS with water, it is said. gram of cooperative advertising allow 
Market data. Suggested retail price is ances. E. I. Du Pont de Nemours & Co., 
$3 per gallon. A vinyl plastic emulsion Finishes Division, Dept. AL, Wilmington 
paint, it can be thinned with water. It 98, Del. 
offers a thinning reduction of 25%; or, Circle No. 222 on Handy Cover Card 
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Potting Tool for 


Gardener 390 
0 Be 
A pocket-size potting tool is 


" nt a Deadhead 
constructed of 34” tubular alu : lumaroo! 
Aiuma-Tool, its § 


minum. Called te 
slanting, cutting edge makes it ; 
ideal for working up the soil in *| 
potted plants or transplanting § ij 
small seedlings. Held in an al- @ ii | 
most horizontal position and [ H ae 
filled with small seed, it gives § 
an even. distribution when @ ra +7] 
tapped lightly with a free fin : 
ger. When not in use the Aluma : ‘ eee ween 
Tool can be carried easily in % : , 
Drywall Construction Paint shirt or apron pocket 


Announced by Du Pont Market data. The convenient 
Deal Richard F. W: ; , seeder is especially designed for 
Ww ike “3 h =a b alker —— gardeners who have difficulty in sowing such seeds as lettuce o1 
S pospad Col ers Lum = i a radish. The Aluma-Tool is packaged with a placard describing 
Springs, Colo., hears Du Pont’s C. ‘ its features. Retail price is 39¢. Trio Mfg. Co., Dept. Al 
Shay (left), product manager of trade : tle 

A si bese" E : Griggsville, Ill. 
sales, finishes division, and Charles Culp, 
western manager of trade sales, tell ad- 
vantages of their firm’s newly developed (continued on page 98) 
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All-Metal 
Island Merchandising Unit 


Write for complete details! 
Mail coupon today! 


An entire weatherproofing department shown in just 8 ft. x 3% ft. of floor area! « Holds 
and merchandises everything from calking guns to sealing compounds . . . weather- 
stripping to house numbers! « Slotted end frames permit four-sided merchandise arrange- 
ments! « Instantly adjustable diamond-perforated metal shelves accommodate all types 
and sizes of merchandise! « Shelves may be used horizontally, vertically or in inclined 
position! « Versatile island unit for easy seasonal or special promotional change overs! 
e Entire unit can be assembled in minutes—without any special tools or skills! 


REFLECTOR HARDWARE CORP. 


NEW YORK OFFICE MAIN OFFICE, FACTORY PACIFIC COAST OFFICE 

AND SHOWROOM AND SHOWROOM AND SHOWROOM 
iv) é& 225 W. 34th ST. 1400 N. 25th AVE 851 S. LOS ANGELES ST 
“ NEW YORK 1, N.Y. MELROSE PARK, ILL. LOS ANGELES 14, CALIF 


REFLECTOR HARDWARE CORP. 
Dept. AL-2 

1400 NORTH 25th AVE 

MELROSE PARK, ILL 


Gentlemen: Please send me your 
CURRENT SPACEMASTER CATALOGS 
Name 
Firm Name 
Address 


City.... ees State 
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how you can 
oot your share @, 
housing . 


boom... oe 


-) 
So 
g 


before they even break ground! 


1,300,000 housing starts in 1960...every economic factor trade magazines. Every one is a “big ticket’”—yet takes 


no longer to sell than many “penny profit” items. And 


points to it. A lot of building materials and hardware 
business for you. And a big year for anyone selling the 
transits and levels a builder must use before he can turn 
over an inch of earth! 

Last year, thousands of building supply and hardware 
dealers capitalized on the housing boom by displaying 
Berger transits and levels. And they wrote extra sales 
with regular customers builders, contractors, land- 
scapers — who came in for other tools and supplies. You 
can do the same this year. 

Berger instruments are so easy to sell! No technical 
knowledge is required. Your customers know them to be 
quality products — know how to use them... have seen 
them advertised month-after-month in their national 


they net the greatest dollar return per square foot of 
shelf and display space. 

Put a few on your counter and see how fast they move. 
Why not write today for information and dealer dis- 
counts. You’ll like doing business with Berger — people 


have for 90 years. 


BERGER 


Engineering and Surveying Instruments... Since 1871 


THE BEST IN 





MAIL COUPON FOR DETAILS 
aoe es Se Se ee ee ee ee ee oe 2 ee ee ee ee oe ee ee 


+ 
sd 
(] Model 320—MASTER 
BUILDER Convertible 


Transit-Level with 
tripod and case $229.50 


C. L. BERGER & SONS, INC., 59 WILLIAMS STREET, BOSTON 19, MASS. 


Model 200—SPEED-A- 
LINER Builders’ 
Transit-Level with 

tripod and case $112.50 








Name____ sianlageal daainiaiiaan 
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Model 143—Service 
Transit-Level with 
tripod and case $99.95 


Model 130— Duplex 
Tilting Level with 
tripod and case $79.95 


Model 110—Service 
Dumpy Level with 
tripod and case $59.95 








Address 





City... _Zone State__ = 
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Plastic Pipe ad 
with no picture? 


Why no 
picture? 


There are scores of brands of plastic 
pipe on the market...made of many 
different kinds of plastic materials... 
wonderfully improved over the early 
plastics. All are labeled “rust resistant” 
... but total results may be good, bad, 
or indifferent depending on the choice 
you make. Here’s what to look for: 


The universal material? No such thing. 
No one plastic (no metal, for that 
matter) can handle all liquids...no 
one has all the properties required 
of a truly universal pipe. Closest to 
it are Ace Riviclor (Rigid PVC) and 
Ace-Ite (ABS rubber-plastic blend). 
Riviclor is a little better on chemical 
resistance, and Ace-Ite is a little 
better on impact strength and heat 
resistance. Both cost about the same, 
are rigid, and come in 20’ lengths. 
Ace Supplex (Polyethylene) is flex- 
ible; comes in 100’ to 400’ coils. All 
are OK for drinking water and also 
for chemicals used in treating water. 
Of course they’re immune to rust, 
rot, soil and electrolytic corrosion. 


Are plastics fully approved for drinking 
water? Yes...the National Sanitation 
Foundation at University of Michi- 
gan attests with this seal 

that they regularly test Ace 

Riviclor, Ace-Ite, Ace Supplex and 
certain of our other brands of plas- 
tic pipe, and certify them non-toxic. 


A picture can be deceiving. Almost all plastic pipe 
looks the same...some even looks like metal pipe. 
The difference is a matter of service...and piping 
that goes wrong can be mighty expensive. A picture 
means nothing... but... 


These materials are odorless and 
tasteless as well as non-toxic. 


Are plastics strong enough? Hundreds 
of water works and thousands of 
chemical plants (all very critical 
people) say yes! Plastic pipe is now 
available in several wall thicknesses 
for working pressures to 490 psi. It 
takes plenty of hard knocks, and 
resists accidental cutting and 
damage quite satisfactorily. 


Where do I use it? For wells and farm 
water systems. For construction job 
water lines, industrial piping, mine 
drainage systems. For lawn and golf 
course sprinklers... recirculating 
water lines in air-conditioning. 
We've supplied miles of pipe for suc- 
cessful installations. If you haven’t 
yet put some underground for test, 
it’s time to start. Nothing takes the 
place of personal experience. 


How can I dodge the pitfalls of “trial 
and error?” Go to a company that has 
no axe to grind...a company with 
the widest experience. We, for 
instance, supply eight different kinds 
of pipe... with fittings and valves to 
match. For truly unbiased advice... 
backed by 100 years of experience 
...and prices as low as you'll find 
anywhere...come to 
American Hard & 
Rubber Company. a 


Write John R. MacKay, 200 East 42nd Street, New York 17, N.Y. for literature kit ARS-1; 
most complete information available from any manufacturer. No cost or obligation. 


ACE Rubber & Plastics Equipment 


by AMERICAN Hard Rubber Company 
division of AMERACE Corporation 
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HARDWARE BUSINESS 





NEW PRODUCTS 
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Electric Toilet Deodorizer 


A new activated charcoal appliance for 
odor control now is available. Called 
the Nautilus Electric Toilet Deodorizer, it 
attaches to the bowl and is operated dur- 
ing each toilet use. Activated charcoal, 
which absorbs odors, is the air purifier 
in the unit. The odor-ladened air is drawn 
from the bowl and then through a 1'2” 
bed of activated charcoal particles. The 
odors are absorbed by the charcoal and 
pure air is released to the room atmos- 
phere. 

The deodorizer attaches to the back 
of the bowl unit with the same bolts 
and nuts that affix the toilet seat to the 
toilet bowl. It is equiped with a 7’ cord 
which is plugged into the electrical out- 
let. An on-and-off switch permits the 
unit to be used when needed. Major In- 
dustries, Inc., Dept. AL, 505 N. La- 
Salle St., Chicago 10, III. 


Circle No. 224 on Handy Cover Cord 


Kwik-Seal Improved 

A new, improved Kwik- 
Seal sealing compound with 
extremely high adhesion to 
all types of surfaces was de- 
veloped to solve the diffi- 
cult problem of providing a 
lasting seal between tubs 
and walls, says maker. It is 
available in S-ounce tubes 
with a handy dispenser noz- 
zle. It also is recommended 
for sealing around sinks and 
to repair grouting around 
plastic or metal tile. Dicks- 
Armstrong-Pontius, — Inc., 
Dept. AL, Dayton 3, Ohio. 
Circle No. 225 on Handy Cover Card 
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You can SELL the difference... 


BESTWALL 
GYPSUM 
LATH AND 


When you tell your customers about the 
superiority of Bestwall gypsum materials, you 
can be specific. All have very definite custom 
quality features which set them apart from 
similar products 

Precision-cut lengths of textile glass fila 
ments, for example, give Bestwall fibered 
plasters exceptional characteristics. A spe 
cially prepared ultra-absorbent paper sur 
face on Bestwall lath insures maximum bond 
and the water-repellent inner liner of -the 
paper protects the gypsum core 

Use these solid selling points to make Best 


wall products best-sellers in your business 


YOUR BEST BUY IS Bo $ WANE —— 
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HARDWARE BUSINESS 


—Special Offers— 


Dust-Less Finishing Sander 
at Reduced Price 

Black & Decker announces a retail 
price reduction of $6 on its No. 43 
Dust-Less Finishing Sander from the reg- 
ular price of $45.95 to $39.95 for Hard- 
ware Week, April 28 to May 7. 

The sander has an orbital action to 
produce satin-smooth finish on the finest 
surfaces and is cpg wath a plastic 
dust collecting skirt and a 5’ plastic hose 
for attachment to any tel or do- 
mestic vacuum cleaner. This feature in- 
stantly removes dust as it is formed, both 
from the working surface and from the 
abrasive paper and speeds up finish 
sanding operations. The dust-less feature 
makes the No. 43 an ideal unit for use 
in home workshops as well as in profes- 
sional woodworking shops. The Black & 
Decker Mfg. Co., Dept AL, Towson 4, 
Md. 


Circle No. 226 on Handy Cover Card 


A New Tool Grab Bag to 
Create Impulse Sales 

A new tool Grab Bag holds 102 of the 
most popular-sized, best-selling tools, in- 
cluding 34 open end wrenches, 22 box 
wrenches, 28 combination wrenches and 
18 six-inch combination pliers. Sug- 


ORGED Tous 


7 ORGEL D 
ys < GUARANTEED K 


JAKE YOUR CHOIE 


Grab Bag sells for $49.98 and provides 
a dealer with a profit of $15.43. 

The bag actually consists of a sturdy 
box, 12” x 934” x 434”. It is easily con- 
verted from a shipping carton into a 
counter display. A  hand-lettered price 
card also is included for dealer use. 
Vichek Tool Co., Dept. AL, 3001 FE 
87th St., Cleveland 4, Ohio. 
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Do-It-Yourself Railing 

A special introductory offer is an- 
nounced by Locke Mfg. Co. as a kickoff 
to promote its Easyfit do-it-yourself rail- 
ing. The special offer includes a floor 
display unit available free of charge to 
every dealer who purchases enough of the 
railing to complete six to eight average 
installations. The display itself shows ac- 
tual railing and column samples. In 
addition, the special offer includes ad 
mats for newspaper advertising and liter- 
ature on how to measure, order and in- 
stall the railing and columns. 

An introductory offer sheet explaining 
dealer discounts and sales aids available 


may be obtained by writing Howard 
Green, Locke Mfg. Co., Dept. AL, Lodi 
18, Ohio. 

Circle No. 228 on Handy Cover Card 


Spring Assortment in 
Steel Cabinet 


Admiral Spring & Mfg. Co. announces 
the addition of a new Junior spring as- 
sortment to its Select-A-Spring line. The 
four-drawer steel cabinet has 33 com- 
partments clearly numbered for quick se- 
lection by customers. A wide selection 
of both small and large extension and 
compression springs is included. 

Dealer’s cost for the 275 assorted ex- 
tension and compression springs _ is 
$19.96. Thd dealer’s return is $70.60. 
The steel cabinet is offered free of 
charge. Admiral Spring & Mfg. Co., 
Dept. AL, 61 East 11th St., New York 3, 
N.Y. 

Circle No. 229 on Handy Cover Card 
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gested retail price is 49¢ per tool. The 


Si Tp naa 


= ie new Ry et fills the 


gap for more business! 


~ more profits! 


FREEPORT ee _— 


Manufacturers Of The Most Complete l 


STATIONARY and INTERIOR 


1 


MOVABLE SHUTTERS 
Sok ougt ac 
We ieee . 
@ Large stock. of standard 
price d te 
pet T1o? 
eign im ports 
@ Fir t qualit 
man soe red 
clear white pine 
® Priced right to 
bring you an add- 


ed, extra profit 


ries 
STlil AVE 
Manuf 
; 


Represe nta ves 
Write to us for details 








FREEPORT 
75 Carmans Road, 
East Farmingdale, N. Y. 
CH 9-6900 
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THERE’S ONLY ONE GENUINE 


PRE-SOLD TO MILLIONS 
OF YOUR CUSTOMERS IN 


EACH BAG INDIVIDUALLY MIXED with the finest 


EXCLUSIVE FORMULA assures concrete or mortar 
even stronger, smoother and easier-to-work 

than ordinary concrete or mortar. 

MULTI-WALL, DUST-TITE, MOISTURE-PROOF 
BAGS keep SAKRETE ready to use indefinitely. 
CONSISTENT HIGH QUALITY, excellent results 
bring customers back for more. 
POINT-OF-PURCHASE AIDS to help sell more 
SAKRETE, more related items. 


SOLD EXCLUSIVELY THROUGH LUMBER, BUILDING 
MATERIAL AND HARDWARE DEALERS! 


INSIST ON GENUINE 


IN THE BAG WITH THE YELLOW DIAMOND 
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—sellingest Lockset Display 
to meet the eye! 


The CORBIN WHIRLIGIG is a special DISPLAY, designed 
to more than meet the eye of every prospect to enter 
your store—one of many reasons why 

it pays to stock and sell Corbin Guardian Locks. 


Practical—it’s also an eye-catching DEMONSTRATOR .. . 
wherever you mount it... on gondolas... 
posts... walls ...in-bins... above bins... anywhere! 


Versatile—it sets up in space. Never intruding. Never 
competing. Never crowding other merchandise! 


Attractive—it’s strong and well-made, 
like any Corbin product. Beautifully finished in 
three attractive decorator colors! 


Dynamic—it makes up as a vertical 3-piece 
single-unit Display ... or as 3 
individual horizontal or vertical Displays! 


Profitable—WHIRLIGIG is the space-savingest, 
lock-sellingest Display ever designed. Yours FREE 
(at the cost of mounted hardware only) with 
every 3-case order of CORBIN GUARDIAN LOCKSETS! 


See your Corbin Distributor for details. 


P. & F. CORBIN DIVISION 


THE AMERICAN HARDWARE CORPORATION 
NEW BRITAIN, CONNECTICUT 














. 
. 
— 
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PRACTIMATION 


A new word, which means more than automation, 


for it is the custom-fitted application of today’s finest 


automation equipment to your particular needs... 


This announcement is a culmination of Friden’s years in integrated data 


processing. Friden’s 


assumption of responsibility for the most important 


phase of automation—its practical application. 

The first step to PractiMation is a critical analysis of your office. Second, 
an outline of objectives for increasing its efficiency (without personnel 
changes). Then, consult your Friden man. He is an expert, and has solved 
a good many problems like yours. His help can be invaluable. 

Next, you need equipment that can be used by your present employees 


without special training; equipment which is sanely priced, 


easy to install. 


And, above all, equipment which is expandable with your business. 


Here are some good examples: 


A. Friden SBT Calculator—the famous 
“Thinking Machine of American Business.” 
Touch-one-key simplicity. Performs more 
steps in figure-work without operator deci- 
sions than any other calculating machine 
ever dev eloped 

B. Friden COMPUTYPER® ( Model CTS) — 
writes and figures a complete invoice in one 
operation with virtually no operator inter- 
vention. Reads alphabetical or numerical 
data from punched tape, edge-punched cards 
or tabulating cards; data not pre-punched is 


entered through the typewriter keyboard. 
The Computyper CTS and any good typist 
make up an entire billing department 

C. Friden JUSTOWRITER® —makes any 
—_ a skilled type compositor. Automati- 
cally provides professional-looking composi- 
tion for offset reproduction. 


These are just three. Friden’s full line of adding 
machines, calculators, accounting machines, 
mail room equipment, and “‘Tape Talk’? IDP 
equipment can fully automate your office. Call 
your Friden man today, or write directly to 
Friden, Inc. é 


1960 FRIDEN, INC 


© Triden-- 


FRIDEN, 


102 Circle No. 119 on Handy Cover Card 
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HARDWARE BUSINESS 





SPECIAL OFFERS 


(begins on page 100) 





Announces a New Smash 
Package Deal 

An introductory package deal on 
Smash, a new fast-acting penetrating oil 
and rust solvent, includes a colorful free 
12-unit display of the new lubricant 
Smash is formulated to quickly pene 
trate frozen, rust-encrusted nuts, bolts 
and pipe joints for easy loosening or 
removal, says maker. It also acts as a 
long-lasting lubricant for metal parts. It 
is packaged in a plastic dispenser 

The Smash display card has a retail 
value of $4.68. It is furnished free with 
each order of one 12-unit display each 
of Lub-A-Lite, a dry white lubricant 
Lub-A-Graph, a _ weatherproof liquid 
graphite lubricant: Lub-A-Spray, a pow 
dered graphite lubricant; and Panef-Oil 
a light liquid oil. The complete deal costs 
a dealer $9.51; his selling price is $20.52 
giving him a profit of $11.01. Panef 
Mfg. Co., Dept. AL, 116 E. Walnut St., 
Milwaukee 1, Wis 


Circle No. 230 on Handy Cover Card 


- ot 


IN aah 


Lowers Prices of Tool Sets 


Oxwall Tool Co. announces special 
low prices on tool sets as part of its 
1960 spring hardware promotion. 

Pictured above is one of Oxwall’s top 
impulse domestic items: a five-piece in 
terchangeable nut driver set (No. 3927) 
beautifully packaged in an open face 
plastic kit, which regularly retails for 
$1.49. It will be offered specially at 
$1.19 for the duration of the promotion 
through April 30. 

Other profit-making tool sets at re 
duced prices include open stock pipe 
wrenches, a_ five-piece interchangeable 
ratchet screwdriver set, a 29-piece drill 
set and an eight-piece socket set. Oxwall 
Tool Co., Ltd., Dept. AL, 928 Broadway 
New York 10, N. Y. 

Circle No. 231 on Handy Cover Card 
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HARDWARE BUSINESS 


New Sales Aids 


Garden Shear Merchandiser 
A new Snap-Cut merchandiser con 
tains a complete garden shear depart 
ment in less than one square foot of 
counter space. It holds six No. 119 prun- 
ers, six No. 1207 grass shears, four No 
114-8 metal handled hedge shears plus 
a supply of free pruning shears. The dis 
play rack, which is free, is designed for 
either counter or perforated hardboard 
use. It is shipped as a complete unit in 
one carton. Seymour Smith & Son, Inc.. 
Dept. AL, Oakville, Conn. 
Circle No. 232 on Handy Cover Card 
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Border Roll Fence in a 
Take-Me-Home Carton 
A new carry-home carton for its 
border Roll Fence has been developed 
by Concord Woodworking Co. The ver- 
satile fence unrolls into any desired 
shape, curved or straight; when not in 
use, it rolls up in a jiffy for easy storage 
The fence, 16” high x 20’ long, is 
finished in durable white paint. Each 
unit weighs only 15 pounds and has a 
handy take-me-home handle. Concord 
Woodworking Co., Inc., Dept. AL, 10 
Beharrell St., West Concord, Mass. 
Circle No. 233 on Handy Cover Card 
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WYlew ESTWING SUPREME Y&nbreakable 
KING-SIZE 


Sheeting and Framing 
HAMMER 


Length 16” 
Gives 50% More Power 


" 22-0z. Head 
One-Piece =r 


Forged Solid Steel 
Strongest 
Construction 
Known 


Plus 

Exclusive NYLON-VINYL 
Deep Cushion Grip 

Molded To Steel Shank 

To Never Loosen, Come Off 
Or Wear Out— 

Absorbs ALL Shock 

Easy On the Hands 


Greater Reach 

for Framing 
Extra Leverage 

for Pulling Nails 


Scored Face 
Prevents 
Glancing 
Blows 


+E3-22SM $6.35 
#E3-22S $5.55 
(Smooth Face) 


Made by the Inventors and World's Only 
Specialists of Unbreakable Tools 


“Wark Of 7he Skilled” 


ESTWING MFG. CO. Dept. AL2 Rockford, III 
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New For The Building Trade 


ALUMINUM 
JALOUSIE 
BASEMENT 
WINDOWS 


High in Quality ¢ Low in Price 


Completely assembled, top- 


quality aluminum weather- 

stripped jalousie unit including 
glass, screen panel, automatic 
operating control and all 
necessary hardware . each 
unit individually cartoned, 


ready for fast, easy installation. 


IMMEDIATE DELIVERY THREE POPULAR SIZES 


33” x 13%" 33°x 17%" 33” x 20%” 


REGAL SILENT SALESMAN 
COUNTER DISPLAY 
SELLS ON SIGHT 


Telelamael ali -Tameittolich? 


helps 


Regal 


JALOUSIE SASEMENT WINDOWS 


‘iene 10% 
* e+ 7 " 
* 37 * 20K 


FOR FULL DETAILS ATTACH COUPON TO 
YOUR LETTERHEAD & MAIL TODAY 


Aluminum Products Corporation 


700 Angeneese St., Harrisburg, Penna 


Formerly Regal Window Products Company 


OK ... Send complete information on 
your aluminum Jalousie Basement Window 
to address on attached letterhead 


Signature 


( ) Distributor ) Dealer 





Circle No. 116 on Handy Cover Card 
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HARDWARE BUSINESS 





NEW SALES AIDS 


(begins on page 103) 








fiwo New Brush Dispiays 

[wo new eye-catching floor racks are 
offered as either one side displays for a 
single brush line or as double-faced pan 
els showing both Hanlon & Goodman's 
Silver Crest and Gold Crest lines. The 
merchandisers are available free to 
dealers who order either of two 
ments. 

The do-it-yourself Silver Crest assort 
ment includes twelve 3”, four 342”, twen 
ty-four 4” and three 6” wall brushes; nine 
3”, twelve 242”, eighteen 2”, eighteen 
1%” and eighteen 1” varnish brushes; six 
2” and three 12” trim brushes. The pro 
fessional Gold Crest assortment includes 
six 6”, four 4” and four 3” wall brushes; 
six 3” and six No. 5 varnish brushes: 
two No. 5600 Oxhair varnish brushes 
and twenty 142” and sash and trim 
brushes. Hanlon & Goodman Co., Dept 
AL-L-1, 2-12 Main St., Belleville 9, N. J 


Circle No. 234 on Handy Cover Card 


assort 


Adds a Handy Hook Cap 

Wilhold Glues, Inc., now offers the 
Petite 1'44-ounce Glu-Bird with a new 
handy hook cap. A dealer may easily dis 
play the new 1'4-ounce size on a counter 
or wall rack with its handy hook. A 
homemaker simply hangs it on a nail in 
a convenient place. The Petite is ideal for 
use by homemakers and by school 
children. A how-to folder may be ob 
tained free of charge by writing to Wil 
hold Glues, Inc., Div. of Acorn Adhesives 
Co., Dept. AL. 678 Clover St.. Los 
Angeles 31, Calif. 

Circle No. 235 on Handy Cover Card 





Puts Leg Bracers in 
New Packaging 


Dennix Leg Bracers now are offered 
in sets of four in transparent plastic 
envelopes for easy selling. The envelope 
is simply hung from a hole in its color 
ful header indicating the price and giv 
ing product description as shown in 
photograph above. 

The table leg stabilizers are produced 
in gleaming brass. They are easily at 
tached in a minute or two to wood legs 
and table by a do-it-yourselfer. The brac 
desirable for TV or 
if the legs are 


ers are especially 
HiFi tables, particularly 
on casters. The bracers, which list for 
$1.98, carry a reduced dealer price of 
$12.24 for a dozen packages. Each pack 
contains a set of four leg bracers 
and necessary screws. Dennix Products 
Co., Dept. AL, 32-04 Downing St., Flush 
ing 54, N. ¥ 

Circle No 
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Sells Tamms Stretch Paint 

A three-dimensional, three-color coun 
ter and window display, part of a com 
plete Stretch Latex Paint sales promotion 
kit, now is available to dealers. The 
17” x 19” display dramatically illustrates 
the stretching of a dollar bill and car 
ries 24 actual Stretch paint color chips 

In addition to the display, the Stretch 
kit contains printed rubber dollar bills 
emphasizing the paint-saving characteris 
tics of Stretch, Stretch color cards, enve 
lope stuffers, window streamers and 
newspaper ad mats. The kit may be ob 
tained by writing to Tamms Industries 
Co., Dept. AL, 228 N. LaSalle St., Chi 
cago 1, Ill. 


Circle No. 237 on Handy Cover Card 
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quality, 


products, 


service, and _ 
taleeaia 
friendly folks @& 


are the same! 


‘\fouthwest 


formerly Southwest Lumber Mills, Inc.) 


General Sales Office: P.O. Box 908 + Phoenix, Arizona 
Alpine 8-48]] TWX PX 495 


Eastern Region Sales Office: 135 S. Le Salle St. + Chicago, lilineis 
DEarborn 2-3595 TWX CG 300) 


Mills: Flagstaff, Arizona « McNary, Arizona - Corrigan, Texas 


er 


. "a a as — pa 
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MANUFACTURERS AND DISTRIBUTORS OF QUALITY WOOD AND PAPER PRODUCTS 
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Johns-Manville announces a great new 














Here! A great new Johns- Manville ... to bring you record-breaking sales 
Spring program... of J-M 7-Star Value Products... 


... supported by block-buster national ... with a sure-fire traffic builder 
advertising including network TV... to pull in prospects... 








COMPLETE SELLING KIT e BIG “COME IN OFFER” e BLOCKBUSTER NATIONAL ADS 
e PUBLICITY RELEASES e DISPLAYS e LITERATURE 
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Spring Home RENEWAL program for you! 





... cashing in on the big 1960 ... appealing to both do-it-your- 
remodelling boom... selfers and have-it-doners... 


... Hurry, hurry, hurry! Mail this 


coupon for the details, now! 





JOHNS-MANVILLE 
Dept. AL-2 

22 Kast 40th Street 
New York 16, N. Y. 





What’s in it for me? Send a salesman around to tell 
me all about the big Home RENEWAL Promotion. 


NaMEW__. = 





ee ee ee a ee 


... for the 7-Star Value Products that 


will keep you busy making money .. Ciry_— —________—— 


CouNTYy__ 











e FREE AD MATS e IDEAS > JOHNS -MANVILLE 











e SEVEN-STAR VALUE PRODUCTS 


7-Star Value Products 


February 15, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 121 on Handy Cover Card 











a 
a 
2S R — ~ 


ea 


CHECKOUT COUNTER at Otto & Hollinger Home Center, surrounded by hardware islands. It's busiest at night; store is open 9 to 9. 


Impulse Hardware Helps Sell Big-Ticket 


One of the best locations in a $5 
million regional shopping center is 
occupied by a retail lumber dealer 
store in Camp Hill, Penna. 


The dealer sells everything from 
rolling pins to packaged garages 
and whole-house remodeling from 
this high-traffic spot. 


Contractor trade and materials de- 
livery remains centered in the deal- 
er's lumberyard, three miles from 
the shopping center, in LeMoyne, 
Penna. 


HOME CENTER, arrow, is between a super-market and 
popular furniture store with chain drug store across 
arcade. 





ass se ee ee ee icine 


la 
{ 
Marlite 
RANDOM PLANKS 
ARTO aR 


ELEVEN BAYS of installed materials include flooring, paneling and windows allow springboard for home improvements sales 


Building Jobs in Shopping 


BIG STEP toward complete Deal 

er Sales Control in their mar 
keting area was taken last November 
by Otto & Hollinger, Inc. with the 
opening of their Home Center store 
in the new Camp Hill, Penna. shopping 
center. 

The lumber firm is already active 
in new home and home improvement 
sales with their own crew, also land 
control. Their shopping center move 
was made after two years of study 
They have a one-year lease based on a 
fixed figure up to a specified volume, 
then a percentage of sales. 

The $5 million shopping center on 
a 60-acre site, only three miles from 
Harrisburg, has about 30 retail out- 
lets including a savings and loan asso- 
ciation, food super-market, a big fur- 
niture store and Korvette, a chain dis- 
count department store. 

Located between the supermarket 
and the big furniture store, the Home 
Center occupies 40’x180’. Merchan- 


DEALER SALES CONTROL 
(See Page 5) 


dise is price-marked and displayed for 
self-service with a checkout counter 
at the front 

Although the store has hundreds of 
hardware and houseware items de- 
signed to stimulate floor traffic, the 
real purpose is to sell big ticket re- 
modeling and new home packages 

Along one wall are 11 bays showing 
installations of flooring, wall and ceil 
ing tile, siding, paneling, windows, elec- 
trical fixtures and other major build- 
ing materials. These materials are 
identified and price-marked. Heading 
this wall display and catching the eye 
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Center Store 


of pedesti ins alo! ne shnopp 

cade are two complete kitchens 

builtins in different price range 
Big paint section. The largest 

sales area (Over 1,000 square feet 

devoted to paint and a wide \ 

of accessories. The department 

tures a nationally-advertised qualit' 

line with a _ color-mixing macl 

Paint expert James K. Gailey not onl 

answers customers’ questions, but 

demonstrates by ipplication the effect 

that can be achieved with various types 


of stains and finishes. Personalized 


ne 


service has already brought back 
peat Customers 

Eleven color guide books wer 
on loan at one time and sales 
such loans had averaged $18 

“I make it a point to find out 
the customers’ project and sell hit 
what he needs Gailey expla ns 
though the store is intended primari 
for homeowner and do-it-yourself cus 


(continued on page 112) 
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THE NEW WEYERHAEUSER PROGRAM THAT FITS RIGHT IN WITH 
YOUR OWN ADVERTISING, MERCHANDISING, AND SELLING ACTIVITIES! 


Advertising 


Starting in February, the millions 

of readers of Better Homes & 

Gardens and other home service 

publications will see a fresh new 

series of full color, full page ads 
that give them the ideas they’re looking for to 
improve their homes. . . ideas you’re looking for to 
build greater dollar volume. Through the year 
they’1l see ideas for kitchens, built-ins, new homes, 
vacation homes, garages, patios, fences, indoor 
play space, storage space—fascinating ideas that 
answer the needs of 9 families out of 10. See the 
first ad .. . in the February 1960 issue of Better 
Homes & Gardens. 


BE SURE you have complete information on this 1960 program 
for greater sales! Ask your Weyerhaeuser District Represent- 
ative for details or write to Weyerhaeuser Company, First 
National Bank Building, St. Paul 1, Minnesota, 


Merchandising 


In advance of each full color, full 

page national advertisement, 

Weyerhaeuser 4-Square Lumber 

Dealers will receive a complete 

merchandising kit containing a 
mounted ad reprint, a supply of FASCINATING 
IDEA literature (with how-to-do-it sketches), 
reprints of tie-in ad mats for use in the dealer’s 
own advertising program, and a news service that 
combines advertising, merchandising, and selling 
ideas with clear, concise information on new 
Weyerhaeuser 4-Square products and their uses. 
This sales building kit is absolutely free to Weyer- 
haeuser 4-Square Lumber Dealers! 


They’re ready to buy... 


110 February 15, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





NATIONAL ADVERTISING GEARED TO GIVE THE EXTRA PUSH 
THAT HELPS START SALES, INCREASE SALES, ‘‘CLOSE’’ SALES! 


Working Plans 


Every FAscINnaTING IDEA is backed up 
with free descriptive literature that 
shows how-to-do-it sketches or, in the 
case of homes, floor plans (as in the 
past, blueprints are available only on order from 
you). These plans enable your customers to go 
right to work on their own or to consult with you 
on any needed modifications. You can assist them 
in arranging expert building help, and give them 
the complete information they want on financing 
—and, of course, help them select the Weyer- 


haeuser 4-Square Lumber, Plywood, and Lumber 


Products meeting their budget requirements and 
appearance demands. 


...and Quality Products 


You—as a 4-Square Lumber Dealer—are in the 
enviable position of being able to assure satisfac- 
tion through the use of top quality products from 
Weyerhaeuser, America’s best known name in 
lumber. Whatever your customer’s chief concern 
appearance, durability, maintenance, cost 
there are Weyerhaeuser 4-Square products that 
will do the job well, open the door for you to sell 
additional jobs. Make sure you tie-in 100°; with 
this exciting new business-building program. 
Check your own advertising, merchandising, and 
promotion plans. And be sure your inventory in- 
cludes the quality products identified with the 
Weyerhaeuser 4-Square trademark. 


MAKE SURE 
YOU’RE READY 
TO SELL! 


Weyerhaeuser Company 


Lumber and Plywood Division 


February 15, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 122 on Handy Cover Card 





Shopping Center Store (begins on page 108) 
| 


Rain. 


TWO FULL-SCALE KITCHENS up front lead off the display of installed building products. While shopping for hardware, house- 
wares and paint in center islands, homeowners are always exposed to these big-ticket displays. 


Big-ticket displays, plan 
area in high-traffic store 


FIREPLACE AND PANELING exhibit is one of 11 
building materials display bays along left wall of the 
Camp Hill Home Center. All installed materials have 
explanatory signs and prices attached. 


Re : , : 
PLASTIC WALL COVERING samples are grouped in COMFORTABLY-FURNISHED AREA near rear of store 


one display bay, enclosed by functional display of serves as home planning and conference center 
perforated board. where big-ticket jobs are created and closed. 
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Quality Built Homes Demand 


PROPER VENTILATION! 


SHOPPING CENTER 
(begins on page 108) 





tomers, Gailey plans to build con- 
tractor paint volume from the Home 
Center. 

Short lengths of craftsmens’ woods 
—walnut, oak, white pine and red- 
wood—are piece-priced and_ bin- 
stocked on the main sales floor oppo- 
site the paint department. Bulky build- 
ing materials, lumber up to 14’, ply- 
wood, hardboard and other sheet 
materials is sold in a 40’x50’ sales 
area reached through swinging doors 
Custom cutting will be available in 
this area. Inventory is quickly re- Pah negate y ney ceaahare ¥ a 
plenished from the main yard in Le- in the cornice or foundation eg sia taF Meee 
Moyne, two miles away. ae Se ar eeerers 7” shapes and sizes available 


you use provide . -& n aluminum or galvanized 
enough ventilation 


Package deal. Store signs say: “We 
install and service what we sell.” These 
signs are meaningful in view of the 
extensive hardware, paint and tool dis- 
plays at Korvette’s at the other end of 
the shopping center. Lo Man CoWIN § SECTION JUMBO LOUVER 

However, the Home Center execu- ee eat Ode weheh te bane tein 2 6 to 5” 
sWe. > . ads > mode s availa 2 in Pe anc yase tengtns, rom 2! 9 too 
tives do not look on the discount store roof pitches. Easily installed, sections car be used separately in 
aS a serious COmpetitor as the Home modern shed roofs, behind knee walls, etc. Complete with insect 
Center is staffed with experienced screens and wide mounting flange. 
building material salesmen. Moreover, 


their emphasis is on quality and serv- 
ice while remaining competitive price- What % VENTI LATION means to you 


wise. 

Advance market studies showed that 
the Camp Hill shopping center should Proper ventilation has two important functions in the modern home—to remove 
do $22 million annually; Korvette, a condensation and to aid in home cooling. Condensation problems are a certainty 
real traffic puller, is expected to do without proper ventilation. The tighter wall construction techniques and improved 
$15 million. insulation now used to save on heating costs and increase home comfort can cause 
excessive humidity build-up within the house. This excess moisture must be vented 
in order to avoid a variety of undesirable conditions—damp spots on ceilings and 
Good start. Although the Home walls, cracks and checking of plaster, saturated inefficient insulation, blistering 


Center executives are understandingly and peeling exterior paint, warping and/or rotting of wood components. Proper 
cautious about sales volume predictions ventilation is also important in home cooling. The first step in efficient cooling is to 
$ é fe ‘ ; : 

exhaust the build-up of warm air trapped in the attic area which collects from sun 


at this point, they are pleased with the Messen et or tig eing ta ats 
results thus far, especially since rela- 
tively few items were displayed ex- @ Always provide enough free area of ventilation to adequately ventilate 
clusively for the holiday season. attic or foundation areas 

. C ash register sales are broken down @ Be sure you locate ventilators properly within the attic or foundation area 
into four categories: hardware, in- to stimulate maximum air circulation 

cluding tools; housewares; paints and nee 
accessories; building materials. De- Always use metal ventilators because they provide more ventilation, they 
partmental sales breakdown for the are permanent and upkeep free, more weather resistant, faster and easier 
¢ to install and more economical per square foot than the building materials 
first few weeks ran as follows: hard- they replace 

ware 44%; housewares 23%; paint : ; 

17%; building materials 16%. 

The Home Center is open 9 to 9 
six days a week. Early studies show 
that 50% of the business is done in 
two peak periods: Friday 6 to 9 and 
Saturday afternoon. 

Readying the new store has been 


> < . 

the chief responsibility of general man- ay 
ager Richard A. Kauffman, who with BVENTILATOR WV gs M : ( 
president L. A. Otto visited the Hech- pp sin, anu acturing 0. 
inger building materials department 9 
al oe Wadoaien D.C ore tev. 3603 WOODDALE AVENUE MINNEAPOLIS 16, MINN. 
out and merchandising ideas offered 
by the Middle Atlantic Lumbermen’s Gentlemen: Please send me your complete line catalog including your ventilation 
Association and Herr & Co:. a hard- guide on how to compute free areas of ventilation needed for various sized homes, 
ware wholesaler with experience in 
shopping center layouts, were adapted 
by Otto & Hollinger executives to ADDRESS 
suit their needs. The store was color- oi 
styled by an interior decorator. 

Small staff. Five people working THTLE__ 


(continued on page 115) 








Write for catalog 


_ 


NAME 
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Shopping Center Store — (begins on page 108 


on 


PRICE-MARKED BINS of lumber, plywood and hardboard cut 
to popular sizes are displayed on main sales floor. Backup 
stock is readily available from main yard three miles away 





pra 
J 


TOOLS AND PAINTS occupy entire right-hand wall in lumber 
dealer's shopping center store, as shown at left and above. 
Major paint department includes 1,000 square feet of paints 
and sundries, headed by paint expert James K. Gailey, pic 
tured at mixing machine. Most small hardware items come 
packaged. Self-service is encouraged by pricing and packag 


ing 


Self-service includes hardware 
paints, take-with building 
materials and specialties 


Poe 


ee | 
=e (oasgoos gee 
‘ bos) Sct: 


8 
“im: -: 
a eg 


INSTALLATION SERVICE, as indicated on tile display island, 
will be pushed on all types of remodeling jobs. Otto & Hol 
linger has building mechanics on its own payroll. 


and building items, bag 
goods located in store ‘shed’ 
near rear entrance. 


BUILDING MATERIALS and bulky home supplies are 
sold in a 40’x50’ sales ‘‘shed'’ at rear of the main 
store in shopping center outlet. Custom cutting will 
be a service here. This area has two overhead exit 
doors; also serves as delivery room for incoming 
stocks 








SHOPPING CENTER 


(begins on page 108) 





split shifts staff the new store, located 
two miles from the firm’s main yard 
and store in LeMoyne. New person- 
nel added by general manager Kauff- 
man had previous experience in hard- 
ware and general building materials. 
For example, paint department man- 
ager Gailey worked for Sherwin-Wil- 
liams as a dealer representative for 
four years. 

Salesmen are compensated on a sal- 
ary plus commission on sales above a 
monthly quota. Although Messrs. 
Kauffman, Otto and _ vice-president 
Kenneth Hollinger work part-time at 
the Home Center themselves, the man- 
agership of the new store is open for 
those qualified full-time store employes 
who want to try for the job. 

Hardware-housewares. Thus far 
sales in these two departments vol- 
umewise run No. 1 and 2. One hard- 
ware eye-opener has been the big de- 
mand for curtain hardware—drapery 
rods, goose neck brackets, etc. A half 
island is devoted to these accessories. 
Most hardware items come packaged 
with the exception of some specialty 
nails; one-pound is the minimum nail 
package. 

Besides a wide range of hand tools, 
the Home Center sells three major 
lines of power tools and a front win- 
dow tool demonstration has already 
attracted scores of viewers inside and 
outside the store. Paint and other dem- 
onstrations are planned for this choice 
area. 

Several of the 17 double-faced is- 
lands are devoted to hundreds of house- 
ware items ranging from clothes pins 
to Pyrexware. Markup averages around 
50% on housewares and sales have 
been excellent. The experimental 
housewares display is being tried on 
the advice of a hardware consultant 
experienced in shopping center mer- 
chandising of these items. 

Weekly ads in Harrisburg and 
neighborhood papers are used to pro- 
mote the Home Center and a TV tie- 
in promotion is being tried as a traffic 
builder. 

Adjacent to the manager’s office at 
the rear is a partitioned area, comfort- 
ably furnished, which will serve as a 
home planning and idea center. 

Remarks by early shoppers, says 
Kauffman, indicates that the Home 
Center offers the kind of merchandise 
and service wanted in a shopping cen- 
ter. 


SPEAK RIGHT UP... 

With increasing authority American Lum- 
berman is speaking right up for retailer 
and wholesaler in this industry facing 
new conditions. Touchy subjects ignored 
by most publications-distribution tangles, 
imports, prefabbing, contractor relations 
—are researched, documented and laid 
on the table. It explains our circulation 
leadership, rising volume of reader mail. 











CHRISTMAS LAWN PATTERN SET of Santa Claus, sleigh and reindeer was 
offered mounted, sprayed and ready for display at $49.50 


Seasonal display--a basic 
lesson in retailing 


VERY major retailer allows store space for seasonal display. The new 
oc & Hollinger Home Center is no exception. Pictures here were taken 
prior to Christmas, so pattern sets and other holiday items were featured 
Merchandise in these “hot spots” will be changed frequently, keyed to ad 
vertising 


FIREPLACE ACCESSORIES were selected as proper holiday gifts for the 
home by Otto & Hollinger. 


POWER TOOLS received ‘‘hot spot”’ island display during the holiday season 
in the new shopping center store. This display was in addition to regular 
tool and hardware department. 
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For mixer and dumper service... 


YOU NEED 
ALL THE TRUCK 
YOU CAN 


Mack-Built Engines. Mack gasoline and diesel engines are the ulti- 
mate in design and construction as proved by the famous Mack 
Thermodyne® diesel which consistently sets new records of economy 
not only when new, but after hundreds of thousands of miles of serv- 
ice. Mack engines are available in a wide range of power options— 
from 150 to 205 hp—to meet every hauling need of the construction 
industry. The ability of all Mack engines to maintain peak efficiency 
for years of low-cost service, with only routine maintenance, has es- 
tablished them as leaders in the field. 


Mack-Built Front-Driving Axles. The high-capacity, all-gear-drive 
front axle, shown above, has compact, Mack-designed triple-reduction 
gearing fully enclosed in a rugged three-piece assembly. This provides 
positive lubrication and full protection against water and dirt. Other 
features developed to meet demanding front-wheel-drive require- 
ments include exceptionally high road clearance and easy-steering 
qualities obtained through elimination of universal joints. 





Mack makes sure you get all the truck you need 
by designing and building its own vital com- 


ponents—to the highest standards in the in- 


dustr:°. Mack components are built by Mack 


for Mack trucks alone. Mack Trucks, Inc., 


Mack-Built Transmissions. Ranging from five to twenty speeds, 
Mack single-unit transmissions are engineered with ideal ratio steps 
and built to stand up to heavy-duty hauling far longer and with less 
attention than any others. The twenty-speed Quadruplex, shown here, 
offers the full gear range necessary for the most rigorous dumper 
and mixer service. All Mack transmissions provide maximum strength, 
longer life and smoother action, thanks to the use of the finest gear 
metals known. . . to painstaking precision manufacture . . . and to 
exclusive Tetrapoid gear design. 








Plainfield, New Jersey. Mack Trucks of Can- 


ada, Ltd., Toronto, Ontario. 


MAC K 


rR ei NAME FOR 


TRUCKS 


MACK 


for over 6 straight years 


NO.1 


by far in sales of 
diesel trucks 


Mack-Built Balanced Bogies. Macks perform where other trucks 
bog down because of Mack’s exclusive Balanced Bogie with Power 
Divider. This four-wheel-drive, tandem rear-axle assembly includes 
an interaxle differential that directs the power to the wheels having 
greater traction. Greatly increased tire life and ease of handling at 
higher speeds and in hauling heavy loads over rough terrain are 
major benefits of the Balanced Bogie’s self-aligning design in which 
axles diverge slightly from parallel so tires roll freely in turning. 
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No Inventory! 
No Investment! 


Cape Cod Picket No. 320 
ae F, anuee ee 


Just extra profits the easy way! 


Habitant has the way for you to make extra money with no stock 
and little effort. Use the Habitant Fence sales plan! You get a 
colorful catalog presentation that you'll be proud to show, together 
with fence samples and all the help you need to make selling easy. 
What’s more you'll be representing the best known and most 


Westchester No. 810 


popular rustic and dimensional fence in the country. 


Dea/erships available. Send for free catalog and detai/s. 


 HABITANT § 


HABITANT FENCE, INC., BAY CITY 1, MICHIGAN Williamsburg Lattice No. 500 
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Now, every kitchen can have REDUCE delivery costs. 


PU Fe] =| ED Al an UNLOAD a LOAD or sage gi at a time 


: f R-B ROLL-OFF 
... with NO outside ducts! truck body 


DUCTLESS HOOD 


banishes cooking odors... 
removes smoke, grease—even 
pollen—by a time-tested 
scientific miracle. This is the 
magic of Activated Charcoal : Complete bodies shipped KD. Easily installed. 
—the substance that purifies ~ Writ : h f tal Syme 
the air men breathe in , rife, wire or phone tor cataiog and prices. 
atomic submarines. = = The R-B Co 
SIMPLE TO INSTALL... - a i 1921 Guinotte, Kansas City 20, Mo. 
DUCTLESS HOOD - 
uses no expensive outside — Circ'e No. 127 on Handy Cover Card 
vents or louvres. Instead, 
powerful motor-blowers re- FAMOWOO0D 
circulate kitchen air through eee the AMAZING. ee 
filters to remove impurities. , ALL-PURPOSE PLASTIC for wood finishes! 


APPLIES LIKE PUTTY .. . STICKS LIKE GLUE! 
FAMOWOOD is the answer... where wood 


b : sina ed : , ae finishes are important. Simple to use. . . effi- 
4 “a :7 sa ‘% = cient, lasting, time-saving, when filling wood 

‘ ~ * ; ah : cracks, gouges, nail and screw holes or cor- 

aii ——s . se f ; recting defects. CAN BE USED UNDER 


—_ \ \ j ht wei gyn ~ a Saw shrink. 
<a XI é Stays put under adverse conditions. FAMO- 

TOTAL FREEDOM . 2 WOOD sands easily, does not gum up sander. 

IN KITCHEN DESIGN! "he : Takes spirit dye stains freely. Waterproof and 


DUCTLESS HOOD is self- * ORDINARY . TT “a, weatherproof when properly applied. Ready 
. rs HOOD... c 




















5 stat . é ‘ ’ to use—“‘right out of the can.” 15 matching 

contained, permitting kitchen £ =——— Pipes and : : ey colors, with amazing matchless wood finishes. 
units to be placed in any % == ducts costly : Y a USED BY FURNITURE MFGS » SASH AND DOOR MEGS 
desired location. Sizes . to install — —— CABINET MAKERS + CONTRACTORS + BOAT BUILDERS + PAINTERS 


. take up shelf pinceakt Lists «at tone 
, { IRC T PL Ss 1 SHOPS « { - ‘ 
and colors for every decor. 68 5 —_ space—waste of MOPS « NOME: SURDERS «ALL WOOD PRODUCTS 


For other rooms—the built-in 88) | house heat and FAMOWOOD descriptive literature & price list on request. Distributor & Dealer inquiries Invited, write Dept 710 


IRIFIER conditioned air. 
ie ee BEVERLY MANUFACTURING COMPANY [7232 Soure main sreee: 


Write for literature: THE DUCTLESS HOOD CO., INC. Menatacturers of...FAMOWOOD © FAMOGLAZE » FAMOSOLVERT 
Dept. 64, 601 Plandome Rd., Manhasset, N. Y 
Circle No. 126 on Handy Cover Card Circle No. 128 on Handy Cover Card 
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COMPONENTS OF U.S.G.’s new partition system are (1) base 
and ceiling runners; (2) faceboard; (3) 1” ribs of gypsum 
coreboard. 


Gypsum Drywall Partition 
Announced by U:S.G. 


CHICAGO—A_ new, semi-solid gypsum drywall partition 
for homes was demonstrated at the recent National Associ- 
ation of Home Builders convention here last month by 
United States Gypsum Co. 

The system consists of face layers of %” gypsum wall 
board applied to each side of 8” wide ribs of 1” gypsum 
coreboard. Panels are nailed to wood floor and ceiling 
runners (all other components are made of gypsum) and 
laminated on the job to coreboard with joint cement or 
contact type adhesive 

Runners are nailed in place first and the gypsum board 
applied to one side. Then the | xX 8” gypsum ribs are 
laminated to back of the faceboard at joints and midway 
between joints. Application of the other faceboard com- 
pletes installation. 

Ribs will be available in a standard length of : 
leaving room when in place for electrical conduit. Maxi 
mum partition height is 10 feet 


71 


Dealers Compete for Brand Name Award 


New York—The Brand Names Foundation has announced 
that 571 business firms have been chosen to compete in the 
final competition to be named Brand Name Retailer of the 
Year. 

Those in the retail building materials category are as fol 
lows: AAA Lumber Company, Waco, Tex.; Bestway Building 
Center, Kennewick, Wash.; The Brain Lumber Co., Springfield, 
Ohio; Capitol City Lumber Co., Hartford, Conn.; Casper 
Lumber, Inc., Casper, Wyo.; Cheim Lumber Co., San Jose, 
Calif.; Davidson’s Southport Lumber Co., Inc., Southport, Ind 

Fairfield Lumber & Supply Co., Fairfield, Conn.; N. T. Fox 
Co., Inc., Portland, Me.; Gee Co., Chicago. IIl.; Hoida Lumber 
Co., Green Bay, Wis.; Ketchum Builders Supply, Salt Lake 
City, Utah; Geo. T. Kocher Lumber Co., Lima, Ohio.; L. H 
Landgraf Lumber Co.. Cape Giradeau, Mo.; Lowe's, N. Wilkes- 
boro, N. C.; Mach Lumber Co., Hightstown, N. J.: Mackemer 
& McBroom, Watseka, Ill 

Merritt Lumber Yards, Inc., Reading, Penna.; Mt. Clemens 
Lumber Co., Mt. Clemens, Mich.; Napa Lumber Co., Napa 
Calif.; The Parsch Lumber Co., Elyria, Ohio; Peoples Supply 
Co., Inc., Hyattsville, Md.; The Plywood Center, Richmond 
Va.; St. Joseph Lumber Co., St. Joseph, Mo 

Schmitt Lumber Co., Two Rivers, Wis.; Southern Glass & 
Builders Supply Co., Hattiesburg, Miss.; Southern Sash ot 
Sheffield, Sheffield, Ala.; West Durham Lumber Co., Durham 
N. C.; Wormhoudt Lumber Co., Ottumwa, lowa 


February 15, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





SELL PRICE... 


MINERVA 
ALUMINUM 
DOORS 


give you 
MORE PROFIT 
hecause... 


Let's face it... 
there are thousands of 
customers who want a 

good door. They are proud 
of their homes and want 
quality, not the cheapest 
thing on the market. 
Write today for pricing 
information and see 

the profit you 

can make. 


you can 
MAKE MONEY 
Selling 
Minerva 
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what's the PRICEP 


Prices to contractors by lumber dealers during the past two 
weeks showed considerable steadiness, according to reports re- 
ceived by American Lumberman from leading dealers in all parts 
of the U.S. A few dealers in Zones 1 and 2 reported asking as 
much as $160 for Std. & Btr. green R/L 2x4s, and a few dealers 
in the Pacific Northwest were getting as little as $88 for the 
same item, but essentially the price level for this basic product 
was the same from Zone 3 westward to zones 6 and 7: $135 
to $150 or $155. Again is demonstrated the small effect of 
freight rate on retail price and the large effect of merchandising 
skill. Hardwood flooring, on the other hand, shows no such uni- 
formity of price, although the high prices some dealers are able 
to get under current conditions is noteworthy. The same is true 
with fir plywood, in spite of the declining level of mill prices. 


Current Retail Price Range 


Retail prices to typical one-house contractors, based on current American Lumberman reports received from leading dealers 


LUMBER: 


Douglas fir: 
Dimension: 
Std. & Btr. green R/L 2x4 
Std. & Btr. dry R/L 2x4 
Std. & Btr. green R/I. 2x10 
Std. & Btr. dry 2x10 R/L 


West Coast Hemlock, White Fir: 
Dimension: 

Std. & Btr. dry R/L 2x4 

Std. & Btr. dry R/L 2x10 


Western Pines: 

Boords: 
No. 2 & Btr. dry 1x8 R/L S4S or shiplap 
No. 3 & Btr. dry R/L 1x8 S45 or shiplap 


Southern Pine: 
Dimension: 
No. 2 & Btr. dry R/L 2x4 
No. 2 & Btr. dry R/L 2x10 


Boords: 
Ne. 2 & Btr. dry R/L 1x8 S4S or DE M or 
shiplop 


Hardwood Flooring: 
Select Ook 25/32" x 2 1/4" Plein sewed 
No. 1 Com. Ook 25/32" x 2 1/4" Plain sewed 


interior Softwood Paneling: 
No. 2 Ponderose Pine R/W 


Wood Siding: 
Redwood Clear All Heort bevel siding 3/4°'x 10" 
“A” Ceder Bevel siding 3/4" x 10” 


Woed Shingles: 
Cedar shingles 5/2 #1) 16" — 5X 





Zone 1 
North 
Atlantic 
High 
$ 


Low 


Zone 2 
Middle 
Atlantic 


Low High 
$ $ 


305. 


20. 25.25 


Zone 3 
South 
Atlantic 


Low High 
$ $ 





Zone 4 
East North 
Central 


High 
$ 


Low 
$ 


22. 


Zone 5 
East South 
Central 
High 
$ 


Low 


Zone 6 
West North 
Central 


Low High 
$ 


18. 


Zone 7 
West South 
Central 


Lew High 
$ 


225. 


325 
300. 


16.50 17. 


Zone 8 


Mountain 


Low High 
$ $ 


206. 300 
185. 240. 


269. 319 
255. 290. 


16.50 21.50 


Zone 9 
Pacific 


Lew High 
$ $ 


250. 
190, 


245. 
190, 


16. 





PLYWOOD: 
Fir, 1/4" DFPA-AD interior glue 
Fir, 1/4" DFPA-AC exterior give 
Fir, 3/8" DFPA-CD sheathing int. give 
Fir, 1/2" DFPA-CD sheathing int. glue 
Fir, 5/8" DFPA-CD sheathing iat. glue 


115. 140. 
140. 155. 
125. 
155. 
160. 180. 


110, 150, 
130. 170. 
110. 140. 
145. 175. 
165. 195. 


105. 140. 
117.50 150. 
102.50 130. 
140. 170. 
160. 190. 


130. 
180. 
160. 
210. 
240. 


156. 
181.50 
151.21 
199. 
212.15 


150. 
175. 
135. 
180. 
217.18 


106.50 136.50 
117.20 153. 
100. 170. 
138.55 159.69 
156.80 195. 


90. 
100, 140. 
80. 140, 
105. 180. 
120. 200. 





MILLWORK: 
Phil. moh. (Lewon) flush door | 3/8°'-2-6x6-8 
Birch flesh door | 3/8" - 2-6x6-8 
Double hung window 2-4x4-6, set wp. glozing 
weotherstripped and balanced 


7.75 8.70 
10.15 11.50 


19.30 


7.75 9.60 
VW. = 12.40 


20.15 23.22 


8.05 9.60 
9.80 12.80 


18.88 35.99 


7 9.65 
9.60 10.95 


18. 24.70 


7.65 12.50 
12.25 14.95 


14.69 28. 


7.25 9.25 
10.75 12.65 


19.18 24.50 


7.62 13.70 
9.50 12.89 


25.34 28.10 


7.86 9.80 
9.18 13.43 


22.50 27. 





BUILDING MATERIALS: 


Outside white point, first grade 
8d common steel nails 

wool insulation, full-thick bett 

Tile 12x12" 

ating bwilding board 
* insuleting sheathing 

3/8"" gypsum wallboord 
1/8” tempered hardboard 
215e thick butt esphelt shingles 


120 





6.65 6.90 
13.25 13.50 

72. 7. 
125. 140. 
81. 9. 
135. 140. 
2. &. 
110. 

7.95 8.85 





9.25 





3.75 7.60 

12.50 16. 

69.50 85 
150 
9 
140. 
60. 
120. 





9. 





8.25 














5.89 8.10 
13. 8. 
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Management 
Workshop-in-Print 


Women as Sales Employes in Lumber Yards 


A recent American Lumberman survey indicates that 
one out of every four lumber dealers doing $250,000 or 
more annual volume, hire women as sales people. Women 
generally sell hardware, paint, counter merchandise, take- 
with, self-service and self-selection items. 

When asked about comparative efficiency with male sales 
persons, the large majority of dealers report their competen- 
cy at least equal to that of men. Many women combine sell- 
ing with other duties. 

Some added comments by dealers: 

“Especially good at getting credit information” 

“Often more effective with women customers and cou- 
ples” 

“Very pleasant, attentive and dependable” 

“Equal or better on sales—not so good on technical work” 

“Good when customers know what they want” 

“Excellent where weight of goods is not a factor” 

“Better on counter work and telephone” 

“Equal except for occasional emotional problems” 

“Women like to deal with women” 

“Very good for counter and take-with merchandise” 

“Have found widows exceptionally good” 

“Women are good at related and suggestive selling, espe- 
cially with other women” 

“A woman can carry conviction to another woman better 
than a man” 

“Women have a pretty good idea of construction inside 
the house—floors, cabinets, kitchens, etc., and can talk to 
other women about these” 

“Every lumber yard should have a woman salesman” 

“Women have an absorbing interest in home improve- 
ments” 


“Women are naturally enthusiastic much of the time” 

“Women have a better sense of customer courtesy than 
men” 

“Our industry has been too slow in recognizing the value 
of women as sales employes” 

“Women are used to buying and selling relationships 
there is scarcely a family buying transaction in which she 
does not participate” 

“Our girls can match the boys on the sales floor sale for 
sale” 

“Women react as shoppers—think as shoppers—this is a 
healthy background for selling” 

“Women are better than men in selling benefits like beau 
ty, convenience, design and color” 

“Our saleswomen would drive a truck if there was an 
emergency” 

“Our women customers invite Our women salesmen out 
to their homes to talk over building problems” 

“Women salesmen go naturally with advertising that ap- 
peals to women” 

“They are too gossipy, jealous and emotional to be good 
employees” 

“Not too hot—half as effective” 

Women have been used successfully in house-to-house 
selling. They can frequently ferret out more information 
than a man and gain entrance often denied to a male solic- 
itor. 

About 28% of all sales jobs in America are now filled by 
women. 

Never underestimate the (selling) power of an intelligent 
woman 


Art Hood 





TRIM PRODUCTION COSTS... 


Give better cut-to-size service 
WITH A 


BENNETT 2-WAY PANEL SAW 





ross cuts 


Both cross cuts and rip cuts 
can be made without re- TRADE 
moving panel from ma- 
chine. One man can handle 
a 4 x 12’ panel! 


Box 339 











RICHARD C. BENNETT MFG. CO. 


LACEYVILLE, PENNSYLVANIA 


LUMBER CEALERS 


Rip cuts 
Cross cuts or rips panels of 
© TILEBOARD @ PLASTICS AND 
© HARDBOARD PLASTIC 
© PLYWOOD LAMINATES 
© ALUMINUM 


WRITE FOR | 
LITERATURE | 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time —30c per word for each insertion 
Minimum charge of $1.50 per line 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 


per line. 


Add $1.75 per insertion for blind ads bearing 
box number 


No agency commission or cash discount 


allowed 


All ads for classified section must be in Pub 
lisher's office 14 days preceding date of pub 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al 
lowed. Replies forwarded without additional 
charge. Count five words to a line and wher 
less ore specified or used, regular line rate is 
charged. When answering box numbers or 


mailing copy for ads address them to 


AMERICAN LUMBERMAN 


59 East Monroe St., Chicago 3 
Phone: Fi 6.7788 





HELP WANTED 





SALESMAN—CORRESPONDENT 
Lumber salesman who might be interested 
in gathering information for lumber and 
building material journal. Such a marl 
should be traveling the midwest and should 
be able to recognize and report unusual 
and profitable merchandising efforts. A 
profitable working arrangement can _ be 
worked out with such a man. Address Box 
L-36 American Lumberman Building 
Products Merchandise1 





Wholesale Building Materials Company op- 
erating North Central Indiana has opening 
for bookkeeper or office manager. Due tc 
growth potential, would prefer man with 
accounting degree. Would accept man witl 
bookkeeping experience and background 

building materials. Replies held in stric 
confidence and should contain employment 
records and personal history. Salary com 
mensurate with experience. Group insurance 
and paid vacation included in fringe bene- 
fits. Address Box L-37 American Lumber 
man & Building Products Merchandise: 





SITUATIONS WANTED 








rs experience all phases 
retail building material operation. Sales 
purchasing, F.H.A construction Middle 
Age. Mid South or West. References. Ad- 
dress Box L-34 American Lumberman & 
Building Products Merchandise 


Lumberman—20 ye 





Experienced general manager, 40, large yard 
college graduate top references record 
profitable operation, will manage with o1 
without investment Address Box L-39 
American Lumberman & Building Product 
Merchandiser 


122 





SALES REPRESENTATIVE 
WANTED 





Manufacturers representatives to sell line of 
imported building specialties to lumberyards 
building specialties wholesalers, flooring 
suppliers, ete. Lucrative territories available 
Tremendous opportunity in rapidly expand- 
ing field. Address Box L-28 American Lum- 
berman & Building Products Merchandiser 





LUMBER BUYER AVAILABLE 
Experienced west coast lumberman will 
place your lumber requirements with de- 
pendable mills on commission basis. Address 
Box L-31 American Lumberman & Building 
Products Merchandiser. 





LUMBER AND BUILDING 
MATERIALS SALESMAN 
Wholesale Salesman: Excellent opportunity 
for an alert man to sell Retail Dealers in 
Kentucky, Indiana, and Ohio. If you are 
seeking greater financial possibilities with 
an expanding company please write Box 
L-33 American Lumberman & Building 
Products Merchandiser Our employees 

know of this ad 





BUSINESS FOR SALE 





FOR SALE—Lumber yard Paint and Hard- 
ware in Alaska. Average Gross $90,000. Ideal 
for man and wife. Terms. Address Box K 
62 American Lumberman & Building Prod- 
ucts Merchandiser 





FOR SALE 


Lumber and Building Materials Business ir 
Bedford, Indiana. New Mill, storage build- 
ings and equipment. Fast growing business 
Excellent location with side track. Sell for 
best offer to settle partnership. Address Tom 
slack Lumber Co., P. O. Box 107, Bedford 
Ind 





Lumber yard for sale, in town of 2,000 
Good Territory Owner retiring after 42 
ears. Address Box L-32 American Lumber- 
an & Building Products Merchandiser 





Established building material yard in north- 
western Pennsylvania. Will sell or lease 
land and improvements. Consider any rea- 
sonable offer. Address Box L-38 American 
Lumberman & Building Products Merchan- 


dise 





FOR SALE OR LEASE 
Ideal owner-manager lumber and builder's 
upply business. Located near Los Angeles 
Address Box L-35 American Lumberman & 
Building Products Merchandiser 





MISCELLANEOUS WANTED 








WANTED: From one to four squares J. M 
Weather Gray Asbestos Siding. C. D. Sham- 
burger & Furrh Lbr. Co., P. O. Box 608 
Jacksboro, Texas 





FOR YOUR CONVENIENCE... 

Test the new inquiry card on the back 
cover. Just fold it out. Review the new 
products, sales aids, literature and equip- 
ment shown. Check the items of interest. 
No turning back to find the card as on 
some magazines. 


MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information 


THE MINNESOTA SPECIALTY CO 
119 North Fourth Street 
Minneapolis 1, Minn. 


MEN IN THE NEWS 


Earl C. Swanson Fred C. Andersen 

* Earl C. Swanson has been named 
president of the Andersen Corpora- 
tion, Bayport, Minn., manufacturer of 
wood window units. He succeeds Fred 
C. Andersen, one of the firm’s foun- 
ders who has been president of the 
firm for 45 years and now becomes 
chairman of the board, a newly-creat- 
ed office. James D. Rowland has been 
promoted to vice-chairman of the 
board and director of sales, another 
new position in the Andersen Corpora- 
tion. 


Jay P. Nicely Leon J. Gold 

* National Gypsum Co., Buffalo 
N. Y., announces the promotion of 
Jay P. Nicely to the newly-created 
position of dealer sales manager. He 
will direct all lumber and building ma 
terial dealer sales. 


* Alsco, Inc., Akron, Ohio, announces 
the election of Leon J. Gold as vice- 
president in charge of production, 
engineering, research and new prod- 
uct development. 


* The prefabricated homes division of 
Main Line Lumber & Millwork Co., 
Wayne, Penna., has added three vice 
presidents, reports president Ralph K 
Madway. They are Samuel Kulla 
Stanley Sharp and Murray Zucker. 
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Allied Chemical Corp., 
Barrett Division .. 
American Hard Rubber Co 
Div. of Amerace Corp 
Amerock Corporation 
Armstrong Cork Co 


Barrett Division, 

Allied Chemical Corp 
Bennett Mfg. Co., Richard C 
Berger & Sons, Inc., C. L 
Bestwall Gypsum Co 
Beverly Mfg. Co 
Black & Decker Mfg Co 
Borden Co., The 
Burroughs Corporation | 
Buss Machine Works, Inc 


Clarke Floor Machine Co 
Concord Woodworking Co 
Corbin Div., P. & F., 

The American Hardwa rd Corp 
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Dexter Lock Division, 

Dexter Industries, Inc 
Dodge Div. of Chrysler 
Ductless Hood Co., The 
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Durham Co., Donald 


El Sol Motel 
Estwing Mfg. Co 
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Goldblatt Tool Company 
Goshen Mfg. Co., The 
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Minnesota & Ontario Paper Co 
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Kentile, Inc 
Keystone Steel & Wire Co 
Louver Manufacturing Co 
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National Lock Co 
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O'Brien 


Pacific Lbr. Co.. The 
Pickering Lbr. C orp 
Pittsburgh Plate Glass Co 
Ponderosa Pine Woodwork 


R-B Co., The ‘ 

Reflector Hardware Corp 
Regal Aluminum Products 
Roddis Plywood Corp 
Ruberoid Co., The 


Corporation, The 


Sakrete, Inc. .. 

Sensenich Corporation 
Simpson Logging Co 
Simpson Redwood Co 
Smith & Son, Inc., Seymour 
Southern Pine Assn 
Southwest Forest Industries 


Tamms Industries Co 
Trinity White Cement 


United States Mineral Wool Company 
U. § lywood Corp 
U. S. Steel Corp 
Universal Atlas Cement 
Div. of U. S. Steel 


Waterlox Divison, 

The Empire Varnish Co 
Western Pine Assn 
Weyerhaeuser Co., 

Lumber & Plywood Div 
White Instrument Co., David 
Wood Conversion Co. 


Yale & Towne Mfg. Co., The 
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‘‘Have You Overlooked This’’ 


The following manufacturers were carried 
in the Feb. 1 issue of American Lumber- 
man & BPM and are again listed with thei 
inquiry numbers for your convenience. Use 
the Handy Cover Card for more information 
Acme Steel Co. . : ; 8 

Acme offers free booklet giving step-by- 
step instructions on how to unload pack- 
aged lumber from box cars 

Carey Mfg. Co., The Philip . 11 

Write for information on Alcoa Aluminum 
Siding and all the other Carey roofing 
and siding products 

DeKalb Commercial Body Corp. : 10 

Free descriptive literature available on 

DeKalb open well “Lumberjack” truck 
Dennix Products Co. ; 4 

Free catalog offered on 
navian round, or extra 
square tapered legs 

Diamond Expansion Bolt Co., Inc. 

Write for sample of “Wing Ding” wall 
screw anchors packed in impulse buying 
new Blister Pack 

Dodge Corp., F. W. 47 

Free booklet—‘‘How Material and Equip- 
ment Firms Get More Business in New 
Construction.” 

Fastener Corp. 

Dealer aids—counter cards 
etc.—available to help you sell 
Fast” tackers 

Filon Plastics Corp. 60 

Descriptive literature offered on the di- 
versified uses of Filon's fiberglass 
panels 

Frantz Mfg. Co. 24 

Get complete details on ‘Filuma” fiber- 

glass-aluminum garage doors 
Gerrard & Co., ; 

Free copy of handbook of 

materials handling product 
Hines Lumber Co., Edward 

Free samples and information offerec 

Hines Widewood 
Independent Lock Co. . 40 

For further information on Ilco’ 
Streamlatch lock with Luralon finish 
use handy cover card 

Inland Steel Products Co. 

Descriptive literature and prices available 
on “Milcor E-Z-Pour"’ basement win- 
dows 

Kewanee 

Write for 
line including 
door frames 

Larsen Products Corp. 

Write for details on a 

Larsen dealership 
Linseed Oil Products Corp 

Information given on “Liquid 

clear finish for Redwood 
Lober & Associates, M. 

Get full information on the 

tial from Lober power mowe! 
Maior Industries, Inc 

Get information on 

“Nautilus” No-Duct 
Masonite Corp. .. 

Merchandising aids available to help 

sell new “Panelok” Working Wall 
Maze Co., W. H. 

Free samples of 

plied. Specify 
National Mfg. Co. 

Free catalog available of ‘National 

Sterling’ builders hardware 
Orangeburg Mfg. Co. . 

Circular SA-44 shows free signs and 
aids. 

Osmose Wood Preserving Co. of 

America, Inc. 

Use Handy Cover Card to get 
supplier of Osmose Pressure 
Lumber 

Parker Hardware Mfg 

Offers catalog on their 
hinges. 

Pierce & Stevens Chemical Corp. 31 

Get full details on “‘Wood Lore wood 
finish. 

Ruberoid Co : 9 

Write for full information on new ‘“Dura- 
Color” siding 

Skil Corp. . 39 

Skil merchandisers—display panel, trim- 

mer wall holder, and shear wall holder 
free to Skil dealers 
Symons Clamp & Mfg. Co. . 50 

Complete dealer price information avail- 

able on Symon’s Steel Stake 
West Coast Lumber Inspection 

Bureau of the West Coast 

Lumbermen’s Assn. 6 

For details on the WCLB grading system 
write for free folder “Grade Stamps 
for West Coast Lumber.” 

West Coast Lumbermen’s Assn. er: | 

New booklet containing detailed informa- 
tion on the way Utility grade West 
Coast framing lumber can serve eco- 
nomically 


Dennix Scanda- 
heavy duty 


20 
boxes 
Duo- 


display 


strapping 


1 


29 


Mfg. Co. 2 
literature on the full Kewan 
residential interior teel 


Raw -Hide 


protit poten- 


new Promotion 
hoods 


“Stormguard” nails 


cae 


name of 
Treated 


Corp., S. 53 
complete | of 
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Counter Top full 1'/2°’ thick; available with or 
without backsplash. 


Inser? Style “B” with stainless “T” sink frame 
shown. Also Style “A,” portable block with stain- 
less counter insert; Style “C" insert machined 
with Y2°’ flange for drop-in positioning 


Chopping Block full 134°’ thick. Pastry-cutting, 
Bread, Ham and Lunch & Serve Boards 
also available. 


Write today for free 
copy of this color-tone 
illustrated bulletin list 


ing specifications and 


sizes for the full line of w Maplp ; 
Sensenich Woodenware [Otwwye, 


Stocks of 
hand 


all products 
ire on ready for 


prompt delivery 


Dept. AL, SENSENICH CORPORATION 


Lancaster, Pennsylvania 
Circle No. 131 on Handy Cover Card 


123 








s impossible if a man doesn’t have to do it himself 
* > * 
ly else tells stories about beatniks and we sure don’t 
square so 
tnik took a shortcut through the graveyard on his 
and came across an open grave. He peered down 
nd there lay a man shivering and shaking. 
said the man at the bottom of the grave. 
” said the beatnik, “you’ve kicked off all your 


> > > 
way to make ends meet is to get off your own 
* * > 
in’s campaign speech was praised by a voter who 
said, admire the straightforward way you dodged those 
ssues 


} 0300—That’s not code. It’s nothing but a telephone 


Melross« 
The one right number to call for every building 


number 
produc t 
So no ou know. You’re in on the secret of successful sales 
because you've found the source of superior products. 
Melrose 3 0300—MAUK Lumber Co. Just dial—we’ll deliver. 
. . 
Celia says it’s necessary to get all the breaks these 
out even 
. 2 a 
it the first farm house on his famous midnight 
il Revere cried 
our husband at home?” 
“Yes!” came back the reply. 
“Tell him to get up and defend himself. The British are 
coming 
At the second and third and fourth farm houses the same 
conversation was repeated but at the fifth house it went some- 
thing e this: 
“Is your husband at home?” 
“No,” came back the reply 
Vhoa! 
° 
Do You Know What Dep't: 
Do you know what tact is? What you don’t say when you’re 
mada 
Do you know what friendship is? When somebody has faults 
that don’t bother you. 
Do you know what discretion is? Buying from MAUK, a 
SO { mmuTCe 


MAUK Seattle Lumber Co. 


Seattle, Washington 


2 * ® 


The C. A. MAUK Lumber Co. 
Toledo, Ohio 


Circle No. 132 on Handy Cover Card 








A MEDIUM size, wedge-adjusted planer widely used in 
nearly all phases of the woodworking industry. Equipped with 
sectional feed roll, sectional chip breaker and four driven rolls 
which permit planing pieces of varying thickness without danger 
of kick-back. Has built-in knife grinder, variable speed, instanta- 
neous control of lower rolls, instantaneous micrometer control 
of pressure bar, shearing bar and other highly desirable 
advantages. Sturdy, semi-steel cast frame. Capacity: 24”, 26” 
or 30” x 8”. A precision production machine at moderate price. 


Write for descriptive bulletin — No. 54 


BUSS MACHINE WORKS, INC. 


A Subsidiary of Greenlee Bros. & Co., Rockford, IIlinois 
238 EIGHTH STREET Ex. 2-2341 HOLLAND, MICHIGAN 
Circle No. 133 on Handy Cover Card 











Congress of Motor Hotels 
> TRAVEL GUIDE 


by BILL ROAMER 


—ST. PETERSBURG, FLA. 

Here’s a place I know you'll enjoy—the 

EL SOL MOTEL. On Highway 92 

North, just three minutes from downtown, close to 

restaurants, stores, theatres and other activities. 

There’s a fine swimming pool, TV lounge. Modern 

apartments and hotel rooms, all air-conditioned. Sur- 

prisingly low rates. Call collect for reservations. 
Credit cards honored. Have a REAL vacation at: 





2646 4th St. No. 
ST. PETERSBURG, FLA. 


FREE ! Write to this motel for 
your free copy of the 1960 edition 
of Congress TRAVEL GUIDE, 
Lists over 700 fine motels 
COAST-TO-COAST 
INSPECTED and APPROVED 


———— ee 


Circle No. 134 on Handy Cover Card 
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Philippine Mahogany back makes handsome interior surface. 


FORMS BETTER, PAINTS BETTER! 
GPX-Marine Green uses fir for strong core, plus Philippine Mahogany 
under the overlay. No patches to ‘pop’ under bending stress. No 
telegraphing grain @ Exclusive latex additive in the overlay itself 
provides a better ‘tooth’... paint holds better @ Paint lasts 3 or 4 


times longer than on fir plywood. No grain raise or checking. ®@ Five 


and seven ply, all standard plywood sizes. Special sizes available 


NOW FOR YOUR BOAT-BUILDING CUSTOMERS 


GPX-MARINE GREEN 


NEW GEORGIA-PACIFIC OVERLAID PLYWOOD 


Send for your sample of GPX-Marine Green today. We will include 
complete product information and your nearest source. Write 


Georgia-Pacific, Equitable Bldg., Portland, Ore. Dept. No. ALBP- 260 


Lm GEORGIA-PACIFIC 


PLYWOOD & REOWOOD-LUMBER & HARODBOARD — PULP & PAPER 





Circle No. 135 on Handy Cover Card 











Slay Competitive... 
Use This Handy 


Cover Card... 


to get details fast on the latest new products, 
sales aids, equipment and helpful literature. 





Kasiest to use - 


Keep the card folded out as you go through the 
magazine. Circle the numbers on items useful for 
your business. 

Mail the completed card and we will rush the 
inquiry to the manufacturer. No postage is re- 


quired. 


This card good until May 15, 1960 


Advertised Products 


ebruary 15 60 

1 2 3 4 5 6 7 8 r I 11 612 «9 
14 15 16 17 18 19 20 21 22 23 24 25 26 
27 28 29 30 31 32 33 34 35 36 37 38 39 
40 41 42 43 44 45 46 47 48 49 50 51 52 
53 54 55 56 57 58 59 60 61 62 63 64 65 
66 67 68 69 70 71 72 73 74 75 7 7 78 
79 80 81 82 83 84 85 86 87 88 89 90 91 


92 93 94 95 96 97 98 99 100 101 102 103 104 
105 106 107 108 109 110 111 112 113 114 115 116 117 
118 119 120 121 122 123 124 125 126 127 128 129 130 
131 132 133 134 135 136 137 138 139 140 141 142 143 


New Products, Sales Aids, Equipment, 
and Literature 


201 202 203 204 205 206 207 208 209 210 211 212 213 
214 215 216 217 218 219 220 221 222 223 224 225 226 
227 228 229 230 231 232 233 234 235 236 237 238 239 
240 241 242 243 244 245 246 247 248 249 250 251 252 
253 254 255 256 257 258 259 260 261 262 263 264 265 
266 267 268 269 270 271 272 273 274 275 276 277 278 
279 280 281 282 283 284 285 286 287 288 289 290 291 














Name ; Title — 
Company 

Address 

City Zone Stete 





Dealer _ ss :Cé«(Witlesstci® 








Fold Out for” 
New, Free * 


Inquiry Card 


Here’s the handiest card yet — 


@ no turning back to find the card as 
you turn the pages. It’s always in 
front of you. 


covers both editorial and ads. 


just one inquiry brings you the 
latest facts from all manufacturers 
checked. 





FIRST CLASS 
777 


Permit No 











Outstanding Kentile Floors like this are featured in the steady Kentile advertising that appears in LIFE, 
LOOK, THE SATURDAY EVENING POST and 17 other leading magazines plus 51 Sunday Magazine Sections, 


sary 


FASTEST-SELLING FLOORS PLUS EXTRA-FAST 
DELIVERY... A COMBINATION YOU CAN’T BEAT! 


Carry Kentile’ Floors and you're sure of products that are 


THREE MORE REASONS WHY KENTILE 
FLOORS ARE EASIEST TO SELL 


. < . re 9 bd Top Quality eee backe d by the famous 
in demand... move fast for bigger profits. And you don’t Kentile guarantee! 


oe : ae : : ae | ane Complete Line: Vinyl Asbestos, As 
have to carry big stocks ... for there are over 150 ware- Z 
5 P phalt, Solid Vinyl, Rubber and Cork Tile! 


if Mailed in the United States 
POSTAGE WILL BE PAID BY 


No Postage Stamp Neces 








BUSINESS REPLY CARD 


houses across the country ready to fill your needs com- ¢ Hi-Fi Paper Samples (perfect repro- 
; ; ; : » ‘ ductions of tile colors ) end sampling prob- 
pletely... to supply you with anything in the entire Kentile lems . . . take litle apace! 


AMERICAN LUMBERMAN 





~ 


line... and deliver it to your door usually within 24 hours! 


For complete information, contact your nearest Kentile Floors Divisional Office shown below. 


DERBREE BROOME 


350 Fifth Avenue, New York 1, N. Y. © 3 Penn Center Plaza, Philadelphia 2, Penn. © 55 Public Square, Cleveland 13, Ohio 
| 900 Peachtree Street, N. E., Atlanta 9, Ga. © 1016 Central Street, Kansas City 5, Mo. © 4532 So. Kolin Avenue, Chicago 32, Ill. © 2834 Supply Avenue, Los Angeles 22, q 


} 














